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FARRINGTON EYE READS NUMBERS, WORDS, SYMBOLS, THEN TRANSLATES WHAT IT READS 


The Farrington Optical Scanner (familiarly known as the EYE) 
is the first machine that does automatically what the human 
eye can do: it reads. Not only that; it also translates what it 
has read into language that is understood by data processing 
machines—punched cards, magnetic tape or perforated tape. 
And it accomplishes these feats with a speed and accuracy 
that no human eyes and fingers can match. 

Take, for example, the credit card shown at the top of this 
page. The EYE reads the number, digit by digit. Then it punches 


the number into the card for use in automatic accounting or bill- 
ing systems; 10,000 cards like this can be processed per hour. 

Optical scanning is the most advanced and most versatile 
means of converting imprinted data into any form for process- 
ing. Because the EYE sees, there is no need for special inks or 
paper. Almost any type face, character, arrangement or length 
of material is readable. 

Wherever you find three or more key-punch operators, you 
find alikely place for an Optical Scanner. Only Farrington makes it. 


Farrington Optical Scanners are now automating data processing for companies like: 


AT&T NATIONAL BISCUIT COMPANY 


THE READER’S DIGEST 


MOBIL OIL COMPANY 


FARRINGTONe 


For further information, write the Farrington Manufacturing Company, Needham Heights 94, Mass. 


(Circle number 112 for more information) 
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OST REDUCTION, a vital problem in all divisions 
C of a business is nowhere as challenging as 
in the administrative departments. Office costs, 
having trebled during the past decade, are today 
of primary concern to top management. 

It is in the record that since 1899 Shaw-Walker 
has been equipping business with “time-engineer- 
ed”’ office facilities as inventive and ingenious as 
American production techniques, — that Shaw- 
Walker equipment and systems have cut office costs, 
saved floor space and made offices more livable. 
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For today’s cost-conscious management Shaw- 
Walker “‘time-engineering”’ research has now pro- 
duced — The work-organized “‘clutter-proof”’ desk; 
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Fireproof Desk 
for Cashier 
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NEW Administrative 
“Clutter-Proof’’ Desk 
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NEW Time-, and 


Secretarial Desk ~ 





NEW — Automatic 
Correct Seating * 


Cost Cutting Ideas for Your Office... 


Automatic expanding file drawers; Step-Saving 
Fire-Files and fireproof desks that protect records 
at point-of-use; Labor-Saving equipment and sys- 
tems for tape handling; Error-Proof filing systems; 
Automatic correct seating chairs; Time-Saving 
payroll plans; and Numerous Other Devices that 
facilitate recording, filing and finding of records. 


Some of these “‘cost-cutters’”’ are pictured here. 
All are in the 252-page Shaw-Walker Office Guide. 


Throughout, descriptions plainly state econo- 
mies you can expect from Shaw-Walker “time- 
engineered’’ equipment and systems. Free to Man- 
agement when requested on business letterhead. Write 
Shaw-Walker, Muskegon 49, Michigan. 


NEW Automatic 
Expanding Drawers 
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Space-Saver Desk Wh. 
for Interviews jj 


ae 


te 
Desk for Accounts ~ 


ace-Saving 


Time-Saving 
Machine Desk 










Largest Exclusive Makers of Office Equipment 
Muskegon 49, Mich. Representatives Everywhere 
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Communicate in confidence with: 


GREATER ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director ; St. Petersburg, Florida 
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Contents 


What you should know about depreciation 


Flexibility of the tax law allows you several ways of handling depreciation. 
Check your current practices against this review of the facts. 


Workshop for management—practical ideas you can use right now 


This round-up of ideas—based on experiences of firms throughout the country 
—tells you how to cut costs, save time, build sales and profits. 


How to plan your business trip to Europe 


You can mix business with pleasure—profitably—on your trip abroad. Here's 
how to get the most value out of your trip at the least cost. 


Air cargo is cheaper than you think—right now ‘high es susie sasdenke eee 


Rates for shipping by air have been dropping drastically. These are the facts 
about when you can profit by using air cargo and when you can't. 


How to tackle causes of executive failure | sia, a eenetmaenee 


Five management psychologists, in taped interviews, tell how to avoid extrav- 
agant waste of high-priced managers who don’t measure up. 


How to cut timekeeping costs with an intercom system.......0..0...0............. 


Firms are saving thousands of dollars each year by switching to a “call in” 
timekeeping system. This article details the way this method works. 


How to pick profit making distributors rot Pr ne eed 


This plan for distributor selection helped one firm up ‘ules 30% in one year. 
It’s based on matching prospects against a profit making profile. 


How to turn complaints into extra sales........ 7 7” 
Complaints from customers often are sales leads in disguise. Here’s how your 
salesforce can learn to field complaints with profitable results. 


This president’s office expresses his personality Pe 3 
An orderly, unpretentious air prevades the workmanlike office of this defi- 
nitely dignified, but down-to-earth chief executive. 


Departments and short features 
Yours for the asking 1] Business electronics 


Thought starters BAIN ORP TET ety Oe 5l Index to advertisers ..... 
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Being picked for promotion is always a happy occasion. 

And if a change of address comes with the change in title, 
United’s ““Pre-Planned” service will make your moving day 
a safer, easier, more pleasant occasion. You’ll arrive on the 
new job relaxed and rarin’ to go, because United handles 


all the details for you. 


From skillful UNI-PACKING of your possessions... to on- 
time delivery by SANITIZED* van... you'll get personalized, 


courteous service. 


Whether the occasion calls for a family move — or shipping 


delicate, high-value equipment via United’s special SAFE- 


\. GUARD service — call your United Agent today! He’s listed 


under ‘“‘MOVERS”’ in the Yellow Pages. 






* REG. U. S. PAT. OFF. 


(Circle number 140 for more information) 


United 


Van Lines 


WR WITH CARE EVERYWHERE ® 














Management 


METHODS® 

Volume 17 Number 4 

22 West Putnam Ave., Greenwich, Conn. 
Publisher President 


Jerome W. Harris William S. Kline 


Editor 
Richard R. Conarroe 





EDITORIAL STAFF 


Feature Editor Kent McKamy 
Associate Editor: Alice Honore Drew 
Associate Editor: Theodore C. Boytos 
Managing Editor Paul Abramson 

Art Director Lourence Lustig 


Production Manager 
Art Production Manager 
Production Assistant 
Editorial Consultant: 


Virginia E. Ray 
Joan Longnecker 
Elaine Lesta 

Leslie M. Slote 





BUSINESS STAFF 
Edwin D. Kline 
Circulation Manager Al Novy 


Business Manager: 


Sales Promotion Mgr.: Frederick L. Bunting 





Advertising Offices 
New York 141 East 44th Street, MU 7-0583. Division 
Manager—Gil Hand; Director of Sales Deve 
Thomas F. Mortell; Harrison M. Rollins; Joseph Hanson; 
Donald R. Buckner 


oment— 


Cleveland 55 Public Square, Ch 1-2612. Division Man- 
ager—Alfred A. Spelbrink 


Chicago 612 
Division Manager—William S 
Bill Murray 


North Michigan Avenue, Del 7-0112. 
Hutchings; John Hynes; 





Los Angeles The Robert W. Walker Co., 730 South 
Western Avenue, Dunkirk 7-4388 


San Francisco The Robert W. Walker Co., 57 Post 
Street, Sutter 1-5568 


Houston § Ralph 
Jackson 4-6633 


Runnels, 5210 Morningside Drive, 





A publication of 


MANAGEMENT MAGAZINES, Inc. 


22 West Putnam Avenue, Greenwich, Conn. 
Townsend 9-8585 


President, W. S. Kline; Executive Vice President, 
J. W. Harris; Vice Presidents, R. R. Conarroe, H. G. 
Hand; Secretary-Treasurer, E. D. Kline 


SUBSCRIPTIONS: In United States and Possessions, 
one year $5.00; two years $9.00. Canada & Mexico 
one year $6.00. Foreign subscriptions $10.00. 
Single copies $.75. When possible, back issues or 
tearsheets of articles will be provided. Enclose 
$1 for each back issue and $.50 for each back 
article requested, to cover costs of handling. 


=| PA Member of Business 
Publications Audit 


Management Methods is indexed 
in the Business Periodicals Index 


Copyright © 1960 by Management Magazines, 
Inc. Published monthly by Management Magazines, 
Inc., 22 W. Putnam Ave., Greenwich, Conn. 


CHANGE OF ADDRESS: To insure continuous serv- 
ice, send your new address (and moving date) 
45 days before moving. 


Include old address as it appeared on previous 

issues (if possible send label from magazine). Do 

not depend on the post office to forward either the a 
change of address or your magazine. 

Management Methods is a registered trademark. 

®Registered trademark 


MANAGEMENT METHODS as 





How top companies 
reduce worker tension 


A Company in The Jack Wrather Organization 
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NOW AVAILABLE TO YOUR p44 


and © Worker Te 
cut payroll wastes ¢£ a ew | Ha 





THOUSANDS OF BUSINESS LEADERS HAVE ALREADY BENEFITED 
FROM THESE FREE MANAGEMENT BOOKLETS 


If you are interested in increasing productivity, improving work quality, 
minimizing personnel turnover and absenteeism, reducing tension and 
improving morale—these free booklets will tell you how Muzak work 
music can effect important payroll savings and increased profits for 
your company. Both are loaded with facts, figures and results. Both are 
yours without obligation simply by mailing the coupon. 








MUZAK Corporation — Dept. MM1 — 229 Park Avenue South—N. Y. 3, N. Y. 


| Please send me without obligation your booklets, 
l “‘An Answer To Worker Tension” and ‘‘How Muzak Affects Profits.” 
1 We are especially interested in: 
(1) Reducing absenteeism and labor turnover [) Increasing productivity per worker 
C) Lessening friction among employees () Reducing errors and improving work quality 


eiodia I secoisiisctethncttieshsepiitteraionnesiilgeus cule tebaataietvciiiaaiie 





Type of Business -_.~._- 





Company...- 





Muzak — Reg. U.S. Pat. Off. 
ae 7? issn. ciesccpsniescassciinensiceicssosninipnstiea bsilsaaciaiinieadinialadiaiiaiasiidataitataiimia EOD cscs State 














Also available: A new film, ‘‘The Muzak Benefit Story.” 
Check here if you'd like us to arrange a private showing for you. 


(Circle number 125 for more information) 





world’s champion 





weight lifter 
breaks 
record 
standing on 
the world’s 
strongest 
all-steel 


folding chair 


Electrically welded tubular steel construction...cross braces 
fore and aft...extra brace under the seat front: it all adds up to 
the strongest, ‘““money-savingest” folding chair in the world! 
All metal is Bonderized to resist rust and further assure years 
of carefree, good-looking service. In addition, Samsonite 
Folding Chairs have these built-in extras: COMFORT...con- 
tour seats and back rests “cradle” the sitter for greater com- 
fort over longer periods of time; EASE 
OF HANDLING...Samsonite’s legs 
glide open and closed, safety hinges 
can’t pinch fingers; STYLE...11 new 
colors—all finished in smart-looking 
baked enamel that won’t snag or chip. 


now at a new low price 


For church, school, club, or group 
seating information, see your 
Yellow Pages or write: Shwayder 
Bros., Institutional Seating Div., - 
Dept. MM-10, Detroit, Mich. Sy 


Sams onite folding chats last longest — ei. 


(Circle number 136 for more information) 
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Paul Anderson, 
U.S. Olympic 
Heavyweight Champion 






Find It Fast 
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Another example of Addressograph-Multigraph cost-cutting 


id 


You get a new kind of convenience \ 
when you buy this 1960 car 


When you take this 1960 car in for service, 
simply hand your Owner Protection Policy 
Booklet to the service adviser. With one stroke 
of an Addressograph imprinter, your name, 
address and all the important automobile 
serial numbers are accurately stamped on 
your service order. It's all done in an instant 
with the Addressograph Protect-O-Plate 
attached to your owner's booklet. 

No danger of error or illegibility. No data 
to look up and write down. Nothing but 
accuracy, speed, simplicity and convenience 


© 1959 A-M Corporation 


SERVING SMALL BUSINESS 


(Circle number 102 for more information) 
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for you, the dealer and the car manufacturer. 

Addressograph Methods provide every 
business with cost-cutting, error-free repetitive 
writing of words, figures and statistical data. 
Some Addressograph machines are designed 
to offer business complete, low-cost automa- 
tion—others are small portable units for use 
wherever a record originates. Ask the nearby 
Addressograph office for a report on how 
Addressograph Methods can cut your costs, 
or write Addressograph-Multigraph Corpora- 
tion, Cleveland 17, Ohio. 


»* Trade-Mark 


Addressagraph-Multigraph 


PRODUCTION MACHINES FOR BUSINESS RECORDS 


° BIG BUSINESS 


EVERY BUSINESS 


7 








ADVERTISEMENT 


How to release working capital 
with field warehousing 


Field warehousing is a tested way to release working capital—a method used 





tubing—field warehoused 
on the premises of the 


manufacturer, or distributor. 








Pictures on this page show the 
variety of products—from bulk oil to 


0. What is field warehousing? 


A. It’s a means whereby your in- 
ventory, stored on your own 
premises, can qualify to secure 
bank loans. In other words, you 
free capital tied up in inventory. 


Q. Is it complicated? 


A. No, it’s easy, fast and low cost. 
The Lawrence Company leases all 
or part of your own warehouse area 
on a month-to-month tenancy, and 
one of your own employees is 
bonded by Lawrence and put in 
charge of the operation. Bona fide 
warehouse receipts are issued on 
goods already in the area or de- 
livered later. You take these receipts 
to your bank and get a working 
capital loan, repayable when the 
goods are sold and shipped. The in- 
stallation of the service can be ac- 
complished in one or two days. 


0. Will my inventory qualify? 


A. It should. We can field ware- 
house anything that can be stored 





right now by some 2,000 firms. Here are the facts, given by The Lawrence 


Company, oldest and largest exclusive operators of field warehouses. 


—and that has value. For exam- 
ple: appliances, canned and frozen 
foods, lumber, industrial equipment, 
petroleum by-products, vegetable 
oils, steel, aluminum, etc. The list is 
endless. 


0. Is my inventory too small? 


A. Probably not. Any stock of 
goods in excess of $15,000 in value 
will carry the operation. And we 
have warehoused some in excess of 
$5,000,000. 


0. How do! arrange for an 
inventory loan? 


A. Call the Lawrence man. He'll 
help you and your banker with the 
details. He will also provide your 
banker with complete information 
on our operations as they will apply 
to your particular inventory. 


0. Can get your service 
anywhere? 


A. Yes. Lawrence is nationwide. 
with a network of 40 branch offices 
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ADVERTISEMENT 


~k. 


Pictured are further examples of inventory financing through the use of Lawrence Field Warehouse receipts. 


including one in Honolulu. Service 
is also provided in Canada, Mexico, 
and Puerto Rico. 


Q. What is secured 
distribution? 


A. S.D. is our exclusive application 
of field warehousing to the manu- 
facturer-distributor credit relation- 
ship. It makes it possible for a 
manufacturer to ship adequate in- 
ventories to a distributor beyond his 
normal credit limits without credit 


risk. 


Q. How does it work? 


A. Manufacturer ships to a Law- 
rence field warehouse on the prem- 
ises of his distributor. Lawrence 
issues warehouse receipts to the 
manufacturer, and delivers goods 
only on instruction from him. 


0). Who is using Lawrence 
field warehousing today? 


A. Over 2,000 business firms are 
borrowing a total of $300,000,000 


JANUARY 1960 


from banks, commercial finance 
companies and manufacturers, with 
our receipts as the collateral security. 


Q. How can | get further 
details on Lawrence? 


A. That’s easy. Use the MANAGE- 
MENT MernHops Reader Service 
Card. 

Circle number 120 for Lawrence’s 
free booklet, “Borrowing on Inven- 
tory.” Or address your request to 
the Lawrence office nearest you, or 
the executive offices of The Law- 
rence Company, 37 Drumm Street, 
San Francisco 11, California. 
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COLOR ° TEXTURE * COMFORT 
PERFORMANCE 
U.S.NAUGAHYDE  U.S.KOYLON’ FOAM 


finest in vinyl upholstery finest in cushioning 





- — ar 


* 











City of Phoenix Police Hearing Room, Phoenix, Arizona. 
Furniture by Riteform Chair Company, Inc. Quincy, Illinois. 


When you have to contend with continual traffic and constant hard wear, 
furniture performance is extra important! Let U.S. Naugahyde solve your 
problems. This finest of all vinyl upholstery is engineered for durability. Both 
Naugahyde and the new, breathable U.S. Naugaweave need the absolute 
minimum of care... both are spot, stain, soil and scuff resistant. A damp cloth 
keeps them clean. Tailored over compatible Koylon Foam cushioning, they 
give you the ultimate in long-lasting beauty and comfort. No sacrifice to 
colorful good looks, either... both these superior upholstery fabrics come in a 
tremendous range of patterns, textures and colors. Remember —there is only 
one Naugahyde and one Koylon Foam. Specify them by name next time you 
select new furniture. 





United States Rubber 


Coated Fabrics and Koylon Seating Dept., vawaka, Indiana In Canada: Dominion Rubber Company, Ltd. 


RUBBER 


(Circle number 157 for more information) 
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ASKING 










These booklets—promotional and otherwise— 


contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


WwW 


How to control fleet expenses 


A plan to equitably reimburse 
salesmen for auto expenses is de- 
scribed in a booklet prepared by 
Peterson, Howell & Heather, Inc. 

Illustrated with reports and con- 
trol forms, the piece points out the 
direct and indirect benefits result- 
ing from the PHH expense control 
service for fleet operation. 

For your free copy of this 12-page 
service outline, circle number 266 on 
the Reader Service Card. 


WwW 


About office automation 


A booklet, by National Cash Reg- 
ister Co., tells how its equipment 
can simplify integrated and elec- 
tronic data processing. 

Its analysis is based on a three- 
way evaluation: accuracy of origi- 
nal entry; simplicity of training 
personnel, and ability to meet 
changing conditions or expansion. 

Machines covered include units 
that control the original accounting 
entry, produce all hard-copy rec- 
ords, accumulate totals for daily 
balance and fit in with any data- 
processing system. 

A copy of this National booklet will 
be sent you without charge, if you 


circle number 213 on the Reader Serv- 
ice Card. 


WwW 


Letters—first aid to sales 


A 44-page manual on the use of 
direct mail as a selling tool is of- 
fered by DMCP Associates, special- 
ists in the field. 

Formats, production methods and 
costs involved in mail programs 
are discussed. 

Actual samples of effective sales 
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campaigns are bound in the book. 
These include automatically typed, 
carbon copy follow-up, die-cut, 
gadget, Multigraph, and pop-up 
letters. 

For this free manual on direct mail, 
circle number 214 on the Reader Serv- 
ice Card. 


Ww 
Manual for exhibitors 


Here’s a practical guide on how 
to increase the selling power of your 
exhibits. 

It gives pointers on planning, 
budgeting, designing and staffing 
an exhibit. Hints on installation and 
dismantling a display are also given. 

A chapter covers how to evaluate 
results and realize extra dividends 
from your exhibit. 

For a free copy of this 24-page illus- 
trated booklet, published by Display- 
ers, Inc., circle number 254 on the 
Reader Service Card. 


WwW 
The why of appraisals 


A new brochure explains the 
value of appraisals of land, build- 
ings, equipment and intangibles in 
relation to accounting, income tax, 
refinancing, insurance, tax assess- 
ment, market value and condemna- 
tion practices and proceedings. 

Authored by Appraisal Engineers 
Marshall & Stevens, a free copy of the 
booklet may be had by circling num- 
ber 215 on Reader Service Card. 


WwW 
Goodwill getters 


How to use personalized lighters 
as business getters and mementos is 
told in a booklet by Zippo Manufac- 
turing Co. 

Suggestions include their use as 


appropriate awards for achievement 
records, long service anniversaries, 
as safety and sales incentives, train- 
ing course “diplomas,” contest prizes 
and good-will gifts. 

The 12-page booklet illustrates 
the many ways Zippo lighters can 
be personalized to suit the purpose 


and occasion—including facsimile — 


signatures. 


For a free booklet, circle number 
230 on the Reader Service Card. 


WwW 
Free movies for employees 


Association Films, Inc., offers a 
wide variety of 16mm sound motion 
pictures, many in color, without 
charge. 

Subjects available are appropri- 
ate for employee meetings. 

The films can be requisitioned 
periodically or routed to you regu- 
larly on a “Movie-a-Week” or 
“Movie-a-Month” plan. 

A handy order form is included in 
the folder to request your selection 
of free films. 

For a copy of this index of available 
movie titles, circle number 212 on the 
Reader Service Card. 


Ww 
When and how to use closed TV 


Here is a handbook giving guid- 
ance on how to plan closed circuit 
television programs. 

Compiled by Giantview Tele- 
vision Network, the booklet details 
TV program costs—program orig- 
ination, reception and line and loop 
charges. With this data, you can 
estimate easily the cost of any 
closed circuit program, whether 
network or local. 

For a free 12-page guide, circle num- 
ber 267 on the Reader Service Card. 
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Absolutely! Asynchronous is one of the most important words in data processing. It means 
a0 5 Ag) 6-9 meme a ae 
fa ter computing and freedom from obsolescence. The Philco 2000 is the only asynchronous , ; : - 
BY. _ Ll es Ft wet 
a E —_ . 4- . 
pee Ue \ —F in 
puter commercially available. It progresses from one operation to another without the time lag onan ~ | a =| 
SING nm eee ee : 
hat occurs in all clock timed systems processes more work in any given period. Asynchronous GS Mi ae 
: =a yp 
ration also permits updating or expanding the system at any time, without changing design or n=) 
rupting existing programs. Get the full story on the Philco 2000 . . . first in fully-transistorized y 


data processing and the only asynchronous system available to business. 


PHILCO 2000 Data Processing System /? H | '4 O 
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REVOLUTIONARY 
in every respect 


1000 selections on only 25 records 


Almost 40 hours of music without 
repeating a selection 


100% automatic operation 
Self-contained (no central studio) 
Paging and public address 
Lightweight and compact 


SB BORQEAIE | 


DCRR OER LODHI 
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WE OFFER YOU 


A TWO-WEEK 


FREE TRIAL 
WITHOUT 


OBLIGATION 
MAIL THE COUPON 


~ Background music that 


“fits your business to a ‘“‘T”’ 
...the New Seeburg ‘1000’ 


The Seeburg ‘1000’ Background Music System fits 
every business to a ‘‘T.’’ For small stores and shops 
just plug it in . . . for larger installations play it 
through existing sound systems. 

The music libraries—arranged, programmed and 
recorded by Seeburg—are custom-tailored. Now, for 
the first time, you can have tailored music scientifi- 
cally created for your particular kind of business, 

If you are about to have music for the first time, 
here is the perfect answer. Or if you have music now, 
learn what a great improvement Seeburg offers over 
any existing music service. 


THE SEEBURG 1000° 
Tailored BackGROUND music 


The Seeburg Corporation, Dept. MM 
1500 N. Dayton St., Chicago, 22, Ill. 


We are interested in a two-week free trial of the Seeburg 
Background Music System. 


Name of Business 


SSCSHHSSSSESSHSSSSESHHSOSSCSCHOSESSESE 


(Circle number 156 for more information) 
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ANNOUNCING. 


1960 VICTOR 


AUTOMATIC PRINTING 


O7-N O16) NTO) s: 











Simple! Victor's exclusive Magic Motor Bar and Simpla-Key ao te 
handle all calculations — division, multiplication, weer deel | See the Adding Machine section in the Yellow 
addition and subtraction. || Yellow Pages | Pages for nearest Factory Branch or Dealer. 

Simple! Automatic Constant, Total Transfer and Credit 44>— Or mail coupon today! 
Balance. 

Simple! Prints the answers clearly, with true symbols, on Vieter Auaing Maehine Ce. Dept. MAEIEe 
tape. Chicago 18, Illinois 

Simple! Anyone can operate a Victor Calculator. No special Please send new four-color brochure on your new 1960 
training needed. Victor Calculator. 


VICTOR |: = 


Firm 
—_ ADDING MACHINE CO. 
- . Chicago 18, Illinois FS | | nes aie Cee es eee 


MADE IN AMERICA Victor Adding Machine Co., (Canada) Ltd., Galt, Ont. 
Manufacturers of Business Machines, Cash Registers, Business 
and Industrial Systems, Electronic Equipment, Electri-Cars. 


(Circle number 141 for more information) 
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If your firm is ‘“average-size’:..all you need to 
mechanize your accounting is one girl and 
the Royal MCBee General Records Poster! 
The girl requires no special training...the 
Poster imposes no burdensome expense 





Get the important benefits of machine bookkeeping at low cost! The 
Royal McBee General Records Poster handles your payroll, accounts 
payable, accounts receivable, general ledger, inventory—without the need 
for skilled operators. Anyone can use it! You post all associated records 
simultaneously with one entry. You get accurate register of all postings 
to all records; elimination of transcription errors; instant flexibility to 
changing office routines; complete adaptability to centralized or decen- 
tralized operations. And all at a remarkably modest investment. Your 
nearby Royal McBee Data Processing Representative will be happy to 
demonstrate. Call him, or write Royal McBee Corporation, Data Process- 
ing Division, Post Chester, New York for brochure S-533. 

















ROYAL M°BEE * data processing division 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 
(Circle number 132 for more information) 
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What you should know 
about depreciation 


To save tax dollars, check your company’s practices against this review of the facts. 


mums There's wide flexibility in how you 
use depreciation as a tax deduction. Properly used, this 
flexibility can lower taxes significantly. 

To take a simple example, suppose a machine can 
be depreciated at $5,500 over 10 years. In the first year, 
the deduction can be as little as $550 or as much as 
$2,160. 

The amount you deduct for depreciation in any year 
will depend on your tax situation that year, and the 
depreciation method you use. The American Institute 
of Certified Public Accountants offers this review of 
the depreciation picture. 


The ground rules 


When you buy a piece of equipment, you first esti-_ 


mate its useful life and salvage value. Then you can 
easily determine the total amount you will be allowed 
to deduct for depreciation over the years. For example, 
if a new machine costs $6,000, has an estimated useful 
life to you of 10 years, and a salvage value of $500, 
your total depreciation deduction for the machine will 
be $5,500 . .. never more. The Internal Revenue Service 
takes the view that you may not claim depreciation 
deductions below a reasonable estimate of the equip- 
ment’s salvage value. 

Now comes the question of how you claim your de- 
ductions. Depending on the method of depreciation 
you choose to use, your deduction for the first year 
may vary as much as $1,610—from $550, to $2,160. 
Here are three approved methods for handling your 
depreciation. 


Straight-line depreciation 


Using the straight-line method, you subtract the esti- 
mated salvage value from the cost or other basis of the 
equipment and spread the balance in equal yearly 
amounts over the equipment’s useful life. 


Declining-balance depreciation 


The declining-balance method can be used only on 
new equipment with a useful life of three years or more. 
Salvage value does not have to be subtracted from the 
cost for figuring the depreciation, but you must not de- 
preciate below a reasonable estimate for salvage. The 
depreciation is computed by applying a fixed percent- 
age each year to the balance of unrecovered cost. This 
rate may not be more than twice the yearly percentage 
that would be used in the straight-line method. Thus, 
in the case of an asset with an estimated useful life of 
five years, the rate would be 40%. If the useful life is 
10 years, the rate would be 20%, and so on. 

Let’s assume you purchase a machine for $10,000 
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with a useful life of five years. Using the straight-line 
method of depreciation, you could depreciate the ma- 
chine at a rate of 20% a year. With the declining-balance 
method, you can depreciate the unrecovered cost at 
not more than twice the straight-line rate, or 40%. Thus, 
with the new machine, in the first year you could deduct 
$4,000 (40% of $10,000) as depreciation leaving you 
with a book value of $6,000. In the second year you 
could deduct $2,400 (40% of $6,000), reducing your 
book to $3,600. You would continue to apply the 40% 
rate in the same manner for the third, fourth and fifth 
years, the only limit being that you cannot depreciate 
below the estimated salvage value of the machine at 
the end of five years. 


Sum of the years-digits 


The sum of the years-digits method also can be used 
only for new equipment with a useful life of three years 
or more. The depreciation is computed by applying a 
fraction to the cost less the estimated salvage value. 
The numerator of the fraction is the number of years 
of useful life remaining, and the denominator is the 
sum of the years-digits corresponding to the estimated 
useful life. If the useful life were 10 years, the de- 
nominator would be 55 (10+9+8+7+6+5+4+3+ 
2-+-1.) In the first year, depreciation would be 10/55ths 
of cost less salvage value; for the second year 9/55ths, 
and so on. 

Dollars and cents provide a good measure for com- 
paring the effects of each of these methods. Let's stick 
with the example of the $6,000 machine. It has a use- 
ful life to the business of 10 years, and an estimated 
salvage value of $500. The total amount to be depre- 
ciated then is $5,500. What could you deduct each 
year using one or other of these methods? 








Straight- Declining- Sum of the 

Year line balance years-digits 
1 $ 550 $1,200 $1,000 
2 550 960 900 
3 550 768 800 
+ 550 614 700 
5 550 492 600 
6 550 393 500 
7 550 315 400 
8 550 252 300 
9 550 201 200 
10 550 16] 100 
$5,500 $5,356 $5,500 


Note that with the declining-balance, the full amount 
of available depreciation was not deducted during the 
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% Directly on the Gulf of Mexico % 200 Magnificent 
Rooms and Apartments at Reasonable Rates 














% 300-ft. Private Beach x 2 Pools + Coffee Shop eer 
* Dining Room »%& Cocktail Lounge % Delicious Food : 
* All-Star Entertainment ¥% TV and Movie Theatre PERFECT 
% Dancing % Diversions for Tots and Teenagers 
x Free On-Premises Parking Right at Your Door ALL YEAR 
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PRACTICAL SOLUTIONS 
1 ) ) To Managment Problems 
Find them in— 


THE DECISION-MAKERS 


by Richard R. Conarroe, 
Editor of Management Methods Magazine 








Sixteen idea-packed chapters reveal the professional manager 
with his sleeves rolled up, making the kind of imaginative 
decisions that bring a company out on top. 


Follow these top flight executives as they show you by their 
own example how to create tomorrow’s sales now . . . predict 
and reach distant growth goals . . . build a management staff 
. . . handle public and private finance . . . win cooperation 
from your union . . . get a new plant with no capital outlay 
. work harder without ulcers . . . and scores of other real 
problems with solid, imaginative solutions. 
This big 842”x 11” book is fully illustrated and beautifully 
bound. The cost is only $10 per copy, with quantity discounts. 
The book is available on a 10-day free trial basis. It makes 
an appropriate gift for business associates or college library. 


Bureau of Business Practice, 
513 Garfield Ave., New London, Conn. 


Sirs: Please send me a copy of The Decision-Makers, at $10, 
on a 10-day free trial basis. 


Name 





Company 





Address 





City Zone State 
C) Bill me C2 Bill my company C1 Check enclosed 
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useful life of 10 years. This sometimes happens with the 
declining-balance method. However, the unrecovered 
balance is not lost as a deduction. It will be available 
when the property is sold, retired or abandoned. 


Additional first-year depreciation 

If you wish, you can increase your deduction in the 
first year, regardless of the method you use, by taking 
advantage of an additional first-year depreciation al- 
lowance of 20%. This allowance was created as a part 
of the 1958 Technical Amendments Act specifically to 
help the smaller business overcome the drain on capital 
of equipment purchasing and is available only in the 
first year for which depreciation on the equipment may 
be claimed as a deduction. Here is the way this allow- 
ance works: 

You can take the additional first-year depreciation 
allowance of 20% on equipment costing a total of not 
more than $10,000 ($20,000 on a joint return.) The 
equipment must have a useful life of six years or more. 
The allowance would be subtracted from the cost of 
the equipment without consideration of salvage value. 
The remaining balance would be the basis for comput- 
ing your regular method of depreciation. In other 
words, on our $6,000 machine, the 20% allowance would 
be $1,200, leaving $4,800 to which you can apply any 
of the approved methods of depreciation subject to 
the rules for the treatment of salvage value. 

Thus, if straight-line depreciation were used, the 
total depreciation deduction for the first year would 
be $1,630; declining-balance depreciation $2,160; sum 
of the years-digits depreciation $1,982. 

As you can see, using one method rather than another 
can certainly affect your taxable income for the year. 
The question is, would it be better to have larger de- 
ductions this year and in the next couple of years 
which would taper off sharply in later years, or would 
it be better to even out your deductious over the entire 
period? 

There is no pat answer to this. You can only make 
the right decision in light of your present operations 
and your budgetary forecast. 

One consideration is that a large deduction in the first 
year will save taxes immediately (rather than later) 
and provide additional funds for self-financing. Then 
again, a company with low current earnings but good 
future prospects might prefer to save some of the de- 
duction for later years by using the straight-line 
method. 

These are just two possible considerations, but 
there are others. A certified public accountant can give 
guidance in making the right decision. 


Additional information 

To use the flexibility of depreciation as a tax saving, 
your company needs answers to a number of questions. 
For example, what happens if you sell equipment before 
or even at the end of its useful life and make a gain or 
loss on the sale? What happens if you trade-in old 
equipment on new equipment? Does it make any differ- 
ence whether depreciable equipment is purchased at 
the beginning of the year, middle of the year or end of 
the year? Can you change your method of depreciation? 

Getting the right answers, can mean a significant 
difference in tax dollars. @ 
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The best seat in the house...can belong to your entire staff! Yes, compare 
Cole Steel construction ! You’ll find it costs no more than ordinary office chairs. 
Both seat and back tilt independently, five instantly-adjustable positions; 
deep, deep foam rubber seat . . . beautifully upholstered in your choice of 
thirty-five decorator colors! Only $87.50... try this chair in your own office 
for 10 days...if you don’t agree it’s the best looking, most durable chair you 
have ever sat in, your Cole Steel dealer will gladly pick it up at no cost to you. 
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Cole Steel Equipment Co., Inc. Dept. 96 
415 Madison Avenue, New York 17, N. Y. 


Without cost or obligation send me 
this Cole chair for ten-day free trial. 


Address. 
—) te 


Color preference. 


Attach coupon toyour letterhead for ten-day free trial. 
22813 
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Fast-growing, publicly-owned Ryder System also operates truck lines in 25 Eastern and Southern states. 
(Circle number 134 for more information) 


RYDER 


buys, paints, insures, 


and maintains ’em... 
YOU just drive ’em 
and save! 


Every day, more firms are finding it’s 
more efficient and less expensive to lease 
their trucks from Ryder. 


These immediate benefits alone make 
leasing worthwhile: (1) You don’t tie up 
working capital. (2) Executive talent is 
free to perform productive functions. 
(3) Ryder gives top maintenance, helps 
you minimize delivery interruptions; 
extra trucks are always available for 
peak periods. (4) You can budget trans- 
portation costs in advance—and prac- 
tically to the penny. 


Trucks designed for your specific needs, 
painted to your specifications, and with 
maintenance guaranteed, are ready toroll 
now. You furnish the drivers, Ryder does 
the rest. Call any Ryder office (more than 
100 throughout the U.S. and Canada). 


Write today for free brochure on truck 
leasing, “‘Design for Profit.” 


RYDER SYSTEM, INC. 


Leasing Division 
General Offices: Engle Bldg., P.O. Box 33-816, Miami, Fla, 
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Premium and Incentive Division 


: JOHN PLAIN & COMPANY 
BACKED BY JOHN PLAIN’S 444 West Washington Street, Chicago 6 


we . Please send me a sample copy of the new John Plain Prize Book 


FAMOU bP Wiehiae SAVING and details on your money-saving Promotional Allowance Plan. 
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PROMOTIONAL ALLOWANCE PLAN 
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from this versatile telephone! 


\, 


/s yours? 


It’s THE CALL DIRECTOR telephone 


e’re getting high praise for it from business 
firms all over the country, It’s boosting operating 
efficiency —at low cost— wherever it is being used. 


Efficiency is the Call Director’s strong suit. Its 
versatile pushbuttons put as many as 29 outside, 
extension or intercom lines right at your fingertips. 
With Bell System intercom, it gives you interoffice 
connections in an instant. It permits six-way tele- 
phone conferences. It lets you add others to calls 
on your line and hold calls on several lines at 








Available in an 18-button executive model (shown) and a 
30-button secretarial model... both in green, gray or beige. 


once if you wish. You just push a button—or dial. 


The effect it has on productivity and profits 
will delight you! 


ONLY ONE EXAMPLE 


The Call Director is only one example of new 
Bell System equipment now available to serve you 
profitably. Why not learn about all these new de- 
velopments? Just call your Bell Telephone business 
office and a representative will visit you at your 
convenience. No obligation, of course. 


BELL TELEPHONE SYSTEM 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


PRESTIGE PRODUCERS 


HOW ABOUT 
A COMPANY BUS? 


@ You MAY NOT BE ABLE to afford 
a company plane. But have you 
considered a refurbished company 
bus? 

Last year at least a dozen com- 
panies acquired rebuilt buses with 
luxury appointments for corporate 
services. 

Commercial Carriers, Inc., De- 
troit, will use its bus, converted by 
Custom Coach Co., Columbus, to 
transport clients to ball games and 
other events. It will also do duty 
in taking executives to its terminals 
throughout the country. 

Cost of these completely con- 
verted buses, called Land Cruisers 
ranges from $20,000 to $75,000. 
They boast such refinements as 
hi-fi sets, showers, air conditioning, 
galleys complete with freezer, tele- 
phone and dictating equipment. 

The firms using these luxury 
buses say they perform all the func- 
tions of a private rail car or plane 
on a less elaborate scale but at 
much less cost. 


PUBLICIZE EMPLOYEES 
WITH GOOD WORK HABITS 


® UNTIL RECENTLY, Insurance Co. 
of North America relied on_peri- 
odic memos to enforce office dis- 
cipline. These reminders about 
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absence, tardiness and wasting 
time were liberally sprinkled with 
should nots and must nots. 

This negative approach was not 
doing the job. Rule violations con- 
tinued and ill will was created 
among the “good” workers. 

Then INA hit on a simple but 
effective positive approach — one 
that has been eminently successful 
in instilling and maintaining em- 
ployee’s pride in their work. 

A continuing personalized poster 
campaign was developed. It fea- 
tures in each poster INA employ- 
ees—not professional models. Great 
care is taken in selecting the candi- 
dates to be certain they actually 
exemplify the virtues highlighted. 

A firm but affirmative legend un- 
derlines one specific good work 
habit—say a full day’s work for a 
full day’s pay. 

For instance, instead of the for- 
mer memo approach “Thou shalt 
not be tardy,” now the poster 
legend “No ten o'clock scholars 
here” shows a group of always-on- 
time workers. 

The poster campaign has also 
been extended to picture company 
policies and benefits. Its promotion- 
from-within policy pictured three 
newly appointed managers all pro- 
moted from subordinate posts. The 
progressive salary policy was illus- 
trated by the secretary to the Dal- 
las manager looking extra pleased 
as she sees her check. 

The poster series has been pur- 
posely kept flexible so it can be 
adapted to all phases of personnel 
relations. 

For the two years the system has 
been used, Personnel Secretary H. 


Paul Abbott reports a marked in- 
crease in employee morale and pro- 
ductivity. 

Good workers, he says, like rec- 
ognition, need congratulations. The 
fewer rule violators are dealt with 
in private — without offending the 
majority who need no criticism. 


COST CUTTERS 


SET UP A SCHEDULE 
FOR LIGHTING MAINTENANCE 


@ WITH A PROPERLY PLANNED main- 
tenance program, you can increase 
the light levels in your office and 
plant by perhaps 20% to 25%. Main- 
tenance and power costs will show 
about a 20% reduction. Here are a 
few lighting maintenance tips sug- 
gested by General Electric: 

1. Have your entire lighting sys- 
tem cleaned on a scheduled basis. 
The higher light level resulting will 
aid employee comfort, boost effi- 
ciency and reduce lighting costs. 

2. Consider group relamping. By 
replacing all the lamps at once, labor 
savings will be substantial. Also, 
fewer problems will occur due to 
burned out ballasts, replacement of 
starters, etc. 

3. Use open light fixtures. Such 
units do not collect dirt as fast as 
closed top fixtures and thus maintain 
greater light output. 

4. Have a lighting expert check 
the lumens delivered by your pres- 
ent system in various areas against 
recommended light levels required 
for specific jobs. 

5. Where combination lighting 
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Are you paying 
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A YEAR TOO MUCH 
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If you regularly 

address 5 or more cartons 

per shipment, you might be 
shocked to find out how much it 
is costing you to address your 
multiple shipments with ante- 
quated, repetitive methods. 


The modern STEN-C-LABL* Systems 
PROVIDE A TWO-WAY SAVING 


@ As a by-product of office procedure 


Your present method of preparing 
your invoices, orders, bills of lading 
or shipping papers can also prepare 
STEN-C-LABLS at the same time. 
Whether you use manual or electric 
typewriters, electric billing or ac- 
counting machines, slave machines or 
various magnetic tape and punched 
IDP systems, there’s a STEN-C-LABL 
to fit your requirements. 


By making unlimited impressions 
direct to cartons, labels or tags 


With handy squeeze-feed applicator, 
shipping department makes un- 
limited impressions direct to PANL- 
LABL printed on carton at no extra 
cost. Also addresses gummed labels 
and tags. Addressing is fast, neat, 
legible. 


DURABLY MARKED AND PLAINLY 
LEGIBLE at handling distance. A 
Sren-C-LaBL address is sunproof 
and waterproof—becomes perma- 
nent part of carton. Reproduction is 
sharp and easy to read at handling 
distance. 


FREE BROCHURE gives full details. 
MAIL COUPON TODAY! 


STEN*CeLABL, INC. 
MM-1, 1821 University Ave., St. Paul 4, Minn. 


Yes, I'd like to know more about saving with 
STEN-C-LABLS, 


NAME. 





COMPANY. 





ADDRESS, 





CITY. STATE 

*Registered U.S. Pat. Off. The term STEN-C-LABL is 

the trademark and exclusive property of STEN-C- 

LABL, Inc. All STEN-C-LABLS are manufactured by 

STEN-C-LABL, Inc., St. Paul, Minnesota under, U.S, 

Patent No. 2,771,026. Other patents pending. 
Also available in Canada. 
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systems are designed, consider 
using mercury and fluorescent rather 
than mercury and_ incandescent 
lamps. Mercury and fluorescents 
have about the same rated life and 
thus can be group replaced. Also 
the same higher voltage system can 
be used for both types of lights. 

6. Investigate the economy of a 
lighting maintenance contract. In 
most large cities there are firms that 
specialize in such service. Often, 
they can maintain your lighting sys- 
tem at a lower cost to you. Because 
of their skill and efficient equipment, 
they can do the work more quickly 
with less distraction to employees. 


BAG MINIMUM QUANTITY 
TO FLAG RE-ORDER NEED 


® PRODUCTION AND REPAIRS can be 
held up for lack of just one small 
screw. 

To avoid such delays, a Milwau- 
kee manufacturer adopted this sim- 
ple scheme for maintaining a suffi- 


cient supply of all small items. 

Washers, bolts, brads and other 
small supplies are stocked, as usual, 
in separate bins. A minimum re- 
quirement of each item is deter- 
mined. 

This reserve quantity is put in a 
small canvas bag along with a card 
indicating stock number, price, sup- 
plier and all data needed to place 
an order. The bag is tied and placed 
in the bottom of the bin. 

When all loose items are used up, 
the bag is opened and a supply is 
ordered. The reserve in the bag 
allows for normal needs until the 
new shipment is delivered. 

On receipt of additional stock, the 
bagged reserve system is again re- 
peated. 


PROFIT MAKERS 


DON’T DAWDLE 
OVER DECISIONS 


® TAKING EXTRA TIME to ponder a 
question may indicate youre about 
to make a wrong decision. So say 





COUNT OUT WHAT LOST MINUTES COST 


@ IF your sTaFF has been getting 
careless about extended coffee 
breaks, frequent gathering at the 
water cooler and wasting time in 
other ways, you may want to spell 
out what each lost minute costs in 


dollars and cents. Here’s one way: 

Standard Change-Makers, Inc., 
Indianapolis, suggests posting a 
chart like the one below on your 
bulletin board as a deterrent to un- 
productive habits: 


WASTED MINUTES COSTS MONEY 
How much money have you thrown away today? 


WHAT “ONLY FIVE MINUTES” LOST TIME EACH DAY COSTS!* 


















































reiieny NUMBER OF EMPLOYEES 

RATE 5 10 25 50 100 500 

$1.00 212.50 425.00 1,062.50 2,125.00 4,250.00 21,250.00 
1.25 265.60 531.20 1,328.00 2,656.00 5,312.00 26,560.00 
1.50 318.80 637.50 1,594.00 3,180.00 6,376.00 31,880.00 
1.75 371.90 743.80 1,859.40 3,719.00 7,438.00 37,190.00 
2.00 425.00 850.00 2,125.00 4,250.00 8,500.00 42,500.00 
2.25 478.10 956.20 2,390.50 4,781.00 9,562.00 47,810.00 
2.50 531.30 1,062.50 2,656.50 5,313.00 10,626.00 53,1 30.00 
aJo 584.40 1,168.80 2,922.00 5,844.00 11,688.00 58,440.00 
3.00 637.50 1,275.00 3,187.50 6,375.00 12,750.00 63,750.00 

















*Based on eight-hour day, five-day week, 255 working days per year, overhead cost taken equal to 


hourly rate. 
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psychologists at Ohio State Uni- 
versity. 

If you have to stop and think 
about a decision, their research 
shows, may mean you have incor- 
rect or insufficient facts. 

What’s more, the longer the de- 
lay in deciding the more likelihood 
there is of an unsound decision. 

These facts were uncovered in a 
test given to two groups of three- 
man Air Force ROTC teams. In 
each unit, one acted as an exécutive, 
the others as subordinates. 

Problems were then presented 
involving simulated tactical mili- 
tary operations. The subordinates 
each were given 72 messages—some 
wrong, some correct, some irrele- 
vant. The facts were then evaluated 
by the subordinates, discarded or 
passed on to the executive. 

Out of the 144 problems posed, 
the ROTC “executives” made 30 
wrong decisions. 

A correct decision was reached in 
an average of 376 seconds. Wrong 
decision-making each clocked 486 
seconds. 

Both inaccuracy of initial data 
and faulty filtering of information 
by subordinates influenced the ex- 
ecutives’ wrong decisions. 

If your facts are complete and 
correct, it’s safe to make a quick 
decision. Postponing action prob- 
ably won't increase the soundness 
of your final judgment—unless the 


delay means a chance to apply 


further creative thinking. 


GENERATE IDEAS 
BY OBVERSE ATTACK 


™® FrREsH weEAS have two major 
enemies: logic and common sense. 

Here are some practical, unlogical 
suggestions for thinking up new 
ideas. They are suggested by Ralph 
M. Hatterley, Jr., in an article in 
Popular Photography. 

1. Got a problem? Make a list of 
the most foolish ways you can think 
of to solve it. 

2. Think of ways which will lead 
to the effects or results opposite to 
what you want. 

3. Think of completely irrele- 
vant ideas and try to relate them to 
the problem at hand, even if the re- 
lationship is strained. 

4, Think of solutions that will an- 
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** Machines that mean business’’ 





TIANGrntO©=+l(FAaX 
COPYING MACHINES 


give you dry copies 


A seconds FAST 


You’re hurrying to get to that meeting . . . suddenly you 
need extra copies. That’s no problem with a ‘““Thermo-Fax”’ 
Copying Machine in your office. In just seconds you have 
dry copies in your brief case. 

Using no chemicals these machines turn out a perfectly 
dry, clean copy in just 4 seconds—electrically. And copies 
can be made on white, bond-weight paper—or on any of 6 
other distinctive colors. 

““Thermo-Fax”’ Copying Machines copy just about every- 
thing, =, and easily. Such routines as billing, account- 
ing and addressing are speeded. To see one of these time- 
savers at work, call your dealer now. Or mail the coupon, 


T/ Clif / fa "( Opel Oo Var hines 


mi 
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Sai. Dept. DCP-10, St. Paul 6, Minnesota 


Minnesota Mining and Manufacturing Company 

















iY y: Name 
*3a5 7 <ee” 
Company 
THE TERM “THERMO-FAX'' IS A REGISTERED Address 
TRADEMARK OF MINNESOTA MINING 
AND MANUFACTURING COMPANY 

City Zone_____State 

¢ 


TMiinnesora fining amp ]/Jamuracturinc company 


» « »- WHERE RESEARCH IS THE KEY TO TOMORROW 
(Circle number 123 for more information) 
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Ever weighed 
the cost of 
not improving 
your product 


see what Amos 
did for Triner! 





Sure Triner had metal working facil- 
ities—as perhaps you have, too. But, 
product marketability was the factor 
which proved most important... 
and greater profits followed! 


FREE Amos Product Analysis 
Available to YOU—to help you get 
a more objective idea of how today’s 
new miracle materials can be adapted 
to your product. Amos engineers will 
meet with you without obligation. 


A Pioneer for 20 years—Amos is 
one of the largest firms of its type in 
the industry . . . the only company 
with qualified research and develop- 
ment engineers whose only job is to 
meet with you. We’ll welcome your 
call. 


Write for FREE copy of ““REDESIGN”— 
new check list for buying Plastics. 






Division of Amos-Thompson Corp, 


EDINBURG, INDIANA 
(Circle number 104 for more information) 
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tagonize people who will be affected 
by them. 

5. If you want to sell an idea, 
think of ways to keep people from 
buying it. 

6. Creativity comes from a mental 
state of aggressive self-confidence. 
It doesn’t matter how you produce 
this attitude or that it is built on 
quicksand as long as it brings forth 
ideas. And it does. 

7. Finally, keep in mind that any- 
one who expects to generate origi- 
nal ideas must be willing to enter 
into a strange mental world for 
which maps have not yet been 
drawn. 


TIME SAVERS 


TRY THE SPEEDY 
DECIMAL SYSTEM 


@ HAVE YOU CONSIDERED abandon- 
ing the unwieldly, time consuming 
dozen unit way of packaging prod- 
ucts? 

A switch to the decimal system 
can eliminate waste motions right 
down the line for your company and 
for your customers. 

By quoting in units of 10 or 100, 
unit prices are quickly determined 
by simply moving the decimal point. 
Extensions on orders and invoices 
are similarly speeded by dealing 
with whole numbers rather than 
fractions. 

Burroughs Corp. is one firm that 
is enthusiastic about the time saving 
features of the decimal system. It 
has already introduced the Deci-Pak 
containing 10 rather than the usual 
12 office machine ribbons—thus sim- 
plifying and speeding cost calcula- 
tions, inventory control, re-ordering 
and dealer pricing. 


PROBLEM STOPPERS 


SHOCK WORKERS 
INTO SAFE PRACTICES 


™ SHOCK TREATMENT is proving 
powerful therapy in curing unsafe 
practices at Ryan Aeronautical Co., 
San Diego. 

An operator forgot to put on 
safety glasses. A drill snapped on 
the press and a piece of the bit 
flew into his eye. 


Ryan had a plastic model made 
of the damaged eye with the im- 
bedded metal. This was displayed 
along with the safety glasses that 
would have prevented the accident 
had the worker been wearing them. 
This graphic display impressed em- 
ployees that it pays to follow safety 
rules. 

Blindfolding supervisors at a 
safety meeting was another dra- 
matic method Ryan used to demon- 
strate how tough it is to be blind— 
and the dark consequences stalking 
the non-wearer of safety goggles. 

Morrison Products Co., Cleve- 
land, uses bulletin boards to pub- 
licize and help prevent accidents. 

Recently a photograph of a tat- 
tered coat sleeve was posted. An 
electronics engineer had carelessly 
caught his sleeve on a revolving 
shaft. Fortunately, he suffered 
nothing more than abrasions of the 
forearm—but the caption warned 
“We can’t be lucky all of the time. 
This man’s arm could have been 
mangled.” 


SALES BUILDERS 


ADD SHOWMANSHIP 
TO YOUR SALES TACTICS 


= A LIGHT TOUCH OF BALLYHOO can 
sometimes add zip to your sales 
pitch. 

By pulling yourself, your com- 
pany or your product away from 
the herd you can get extra atten- 
tion, remembrance and conviction. 

Insurance Agent Sanford Wein- 
stein, Massachusetts Mutual Insur- 
ance Co., does it this way. On 
greeting a prospect, he produces a 
simulated cashier's check made 
payable to the prospect for $25,000 
with the comment, “How would 
you like a real check this size 
handed you in just a few years?” 
This dramatic approach to an in- 
tangible makes it tangible and de- 
sirable. 

A sales manager of an eastern 
lamp manufacturer, a transplanted 
Texan, gains ready recognition by 
the almost white, wide brimmed 
hat he sports. The president of a 
building products concern is widely 
remembered for the white carna- 
tion he always wears. 

Salesmen of the Norge Division, 
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Burroughs Data Processing Input Equipment lowers accounts 
payable costs 40% for COLUMBIA RECORDS 


\Just eleven years ago, 
=Columbia Records, a di- 
vision of the Columbia Broadcasting 
System, Inc., pressed the original 
and triggered a sales curve that 
climbs higher and higher every year. 


While the continuing upswing was 
sweet music to Columbia’s ears, it 
struck a dissonant note in Accounts 
Payable. Namely: how to retain rigor- 
ous control over payments with an 
ever-increasing workload. Solution? 
Burroughs Accounting Machine to 
Punched Card equipment, a system 


Burroughs 


JANUARY 1960 


that produces hard copy records and 
punched cards simultaneously. And 
the change paid off immediately. 


As Controller W. G. Wilkins puts it, 
“Our Burroughs Data Processing 
Equipment turns out checks, vouch- 
ers and corresponding punched cards 
with great speed and accuracy. As a 
result, we have vital records and re- 
ports at our fingertips when we need 
them. Although our workload in- 
creased, Burroughs decreased our 
operating costs 40% on the Accounts 
Payable operation.” 


Astute management control hinges on 
split-second decisions—decisions that 
demand the most current figure-facts. 
Burroughs delivers them as they hap- 
pen with equipment that ranges all the 
way from modern accounting machines 
through advanced electronic computer 
systems. 


Get the facts firsthand. Call our near- 
by branch for a demonstration by a 
Burroughs Systems Counselor. Or 
write to Burroughs Corporation, 
Burroughs Division, Detroit 32, Mich. 

Burroughs—TM 


Burroughs Corporation 
“NEW DIMENSIONS /| in electronics and data processing systems” 


(Circle number 106 for more information) 
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I$ your communications system 
a telic of Ancient Greece? 








The Athenians used 
foot power...but they 
didn’t figure costs! 


‘ 


It is important for you to know how much 
time your people are spending in messenger 
work . . . and you'll get that information 
from a Lamson Communications Survey. 
You will see how slow-motion message- 
carrying holds up production lines. You 
will also see how much batch delivery of 
paper costs while you are waiting for 
batches to accumulate. 


A Lamson Communications Survey will 
bring home to you the benefits of the fast, 
even, reliable movement of paper that 
comes from mechanized paper flow. Pro- 
duction moves! Central files and steno- 
graphic pools function more efficiently. And 
you make customers happy because proc- 
essing their orders takes so much less time. 


So decide now to make a communica- 
tions survey in your plant. A Lamson sur- 
vey gives you a written record of paper 
How. It will help you save thousands of 
dollars annually in hidden communicatiens 
cost. You can make a survey in a week — 
but the good results will be always with 
you. 





WRITE TODAY FOR COST-SAVING FILM: 


"How fo make money out of ait” 


Every member of your management should 
immediately see the new Lamson sound- 
film in color which proves the appalling 
waste of money resulting from moving 
paper by foot power. It also shows how 
to plug the leak — how to eliminate need- 
less overhead. Let us tell you about a 
: picture that will save you thousands of 
= dollars a year. 








pioneers the Conquest oF INNER SPACE ™~ 
LAMSON CORPORATION 


114 Lamson Street, Syracuse 1, New York 








PLANTS IN SYRACUSE AND SAN FRANCISCO se OFFICES !1N ALL PRINCIPAL CITIES 


Manufacturers of Airtube® (Pneumatic Tube Systems) « Integrated Conveying Systems ¢ Pallet Loaders e@ 
Selective Vertical Conveyors © Bookveyors® Clinical e Trayveyors® ° Food Service Systems e 
Blowers and Exhausters e¢ Exidust® Central Vacuum Cleaning Systems ¢ Dryset® Air Vacuum Systems 


(Circle number 119 for more information) 
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Borg-Warner Corp., are known as 
the Bowler Brigade. Each sports 
a grey derby. They find it’s an ef- 
fective conversation opener — one 
that has helped to boost sales. To 
get extra mileage out of this iden- 
tification device, one major Norge 
distributor offers a $10 reward to 
any retail dealer who catches a 
salesman without his derby. 

Most people enjoy off-the-beaten 
track sales tactics. Selling methods 
can be corny and convincing. 


GIVE PRODUCTION PEOPLE 
SALES VIEWPOINT 


@ MANAGEMENT of a large Phila- 
delphia direct mail organization 
had a long standing problem. 

Its salesmen spent too much time 
checking the status of work in 
progress when they should be out 
getting new orders. 

After some checking, the com- 
pany found the problem stemmed 
from a lack of confidence on the 
salesmen’s part in the production 
department’s supervision and expe- 
diting of orders already entered. 

The solution proved to be sim- 
ple. Production workers were given 
a small commission on sales—about 
4%—in addition to their regular sal- 
aries. 

Now production is humming. Be- 
cause salesmen are relieved of their 
job completion worries, they spend 
more time out getting orders. 

Extra effort and better morale 
of both the sales staff and the pro- 
duction department has resulted in 
a sizeable increase in sales volume. 
So much so that the firm had to 
find new quarters, tripling its floor 
space and adding additional per- 
sonnel and equipment. 





Credit where credit is due 


A credit line was inadvertently 
omitted in the November issue. The 
source used for the item, “Fix time 
limits for storing records,” is the 
book Records Retention by Wil- 
liam E. Mitchell. This 48-page vol- 
ume, priced at $5 a copy, can be 
ordered from Ellsworth Publishing 
Co., 314 New Castle Road, Syra- 
cuse, 4. 
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How | GrayLine | simplified Expense Reports 
help you meet 1960 income tax requirements 


You will do right by yourself and stay right with Uncle Sam by keeping a 
complete, accurate record of your 1960 deductible and reimbursed expenses 
with GrayLine “Snap-A-Way” Expense Report forms. 


2-part “Snap-A-Way” form provides quick, accurate record in dupli- 
cate... with one writing. 


All headings are there for easy, fast recording. Auditing space on back 
of employer’s copy. Room for expenses not reimbursed, auto and credit- 
card expenses on back of employee’s copy. Complete, time-saving sum- 
maries ready when preparing your tax return in 1961. 

Gray Line “Snap-A-Way” Expense Reports cost you less than 4¢ per week. 


| THEY COST SO LITTLE — If your stationery dealer cannot supply you, mail coupon. 

4 ORDER TODAY! & year's supply—50 weekly sets 

i — in plastic envelope to keep them clean and handy. 
Also available in boxes of 500. Ask for Wilson Jones 
No. 44-950. 





209 South Jefferson Street, 


WILSON JONES COMPANY Chicago 6, Illinois 


Please send me a Free sample Expense Report Form and complete 
information about it. 





DURIIII <..s:scinsscasstancincltiuncteinieianicientaiinneaipidieicsimenpanntancdniaennniadeiamdenaadaamiaaae - 
Address oN Aone: SLANE CALNE buy 


Our woul office aupinly ere (encase a 





WILSON JONES 


BETTER BUSINESS FORMS...EASIER TO USE 
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You can mix business with pleasure — profitably — in a business 


trip to Europe. Facts show that the purposeful reasons for making 


the trip are legion. Here are the facts on how to get the most 


value at least cost when you cross the Atlantic on business. 





“mmm As the cost of doing 


business in the U.S. continues to 


soar, more and more American 
executives are eyeing Europe’s lush 
potential as customer, supplier, de- 
signer and idea stimulator. 

During the past decade Europe’s 
gross national product per capita 
rose 40% as against our 25%. U.S. pri- 
vate investment in the Continent is 
currently $4 billion, and one over- 
seas commuter, Don G. Mitchell, 
president of General Telephone and 
Electronics Corp., predicts that the 
figure will rise to $6 to $7 billion in 
the next three years. 

Increasingly, in answer to restric- 
tive foreign tariffs against U.S. goods, 
our scouts are crossing the Atlantic 
setting up branches and subsidiaries, 
and generally sizing up investment 
possibilities. 

With 30,000 businessmen making 
the transoceanic trek last year, it’s 
likely these days that when you're 
told that Mr. Jones is out of town, 
he may be out of the country as 
well. What’s more, you, too, may 
find yourself making the trip sooner 
—and more often—than you think. 

What should the businessman 
know about overseas travel? 

Unlike your pleasure-seeking com- 
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patriot abroad who can, and often 
(to our national embarrassment) 
does manage to convert all Europe 
into another U.S. national park, you, 
as a commercial traveler, will talk 
to Europeans other than waiters and 
porters. You'll want to know as 
much as you can about different 
national behavior patterns—at least 
in business and, most important, 
what kind of behavior is expected 
of you. 

Since you're there for a purpose 
(although part of your trip is bound 
to be pure fun whether you plan for 
it or not), the better your prepara- 
tions, the more youll accomplish. 

Planning begins at home and it 
can’t begin too soon. Even the most 
experienced trans-Atlantic commut- 
er, who knows exactly whom he'll 
see, bones up on his information 
and nails down his appointments 
before he leaves his native shores. 

If you're a first-time or occasional 
business junketeer, it’s absolutely 
essential that you make detailed, 
painstaking plans well in advance. 
Otherwise you may find yourself 
chasing up and down the Continent 
in hot pursuit of Europeans who just 
went thataway. 

Where do you start? 





1 2 Line up your contacts 


= For most U.S. businessmen the 
first stop is the Department of Com- 
merce, whose Bureau of Foreign 
Commerce will virtually take you 
by the hand and lead you to your 
quarry anywhere on the face of the 
earth. 

Here’s what BFC does for you: 

® It will brief you on economic de- 
velopments, regulations, trade stat- 
istics in any country you plan to visit. 
The Bureau maintains direct contact 
with foreign buyers and sellers and 
can tell you about users and con- 
sumers, distribution methods and 
channels, types and general concen- 
tration of distributors, and foreign 
costs which affect sales prices. 

A foreign trade expert is stationed 
at each of the 33 Commerce field 
offices, and you're welcome besides 
to go direct to Washington BFC 
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headquarters for more intensive ses- 
sions with individual country spe- 
cialists. 

# If you wish, BFC will set up your 
overseas appointments for you. In 
addition they'll notify all U.S. For- 
eign Service Posts (every U.S. 
embassy, consulate and consulate 
general) that you're coming, and 
why, and ask that they give you 
on-the-spot assistance. 

® Through its trade complaint serv- 
ice, BFC will handle any dispute 
which arises between you and a 
foreign firm. 

# It will provide information on in- 
dustrial property rights to protect 
your patents, trademarks and copy- 
rights abroad. 

® BFC will also supply you with 
publications and reports on interna- 
tional trade. Its magazine, Foreign 
Commerce Weekly, keeps you up to 
date on economic conditions, mar- 
ket trends, commodity news, etc. as 
reported by 250 U.S. Foreign Service 
posts. Trade Lists give names and 
addresses of foreign manufacturers, 
producers, processors, exporters, im- 
porters, wholesalers, distributors, 
sales agents and service organiza- 
tions grouped by country and by in- 
dividual commodities, industries and 
services — World Trade Directory 
Reports name and describe organi- 
zational details of individual firms 
in a given field. Some 1,000 World 
Trade Information Service Reports 
present detailed, analytical infor- 
mation on trade and investment 
conditions and developments in in- 
dividual countries. 

Second stop, or maybe simul- 
taneous with BFC, is to the key 
commercial contact men for each 
country you plan to visit (see box). 
Start with each country’s man in the 
United States and notify their op- 
posite numbers abroad. 

Between the help you'll get from 
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Why a trip to Europe? 


From among the following, many a U. S. businessman should 
find a profitable motive to take that long-contemplated trip 
abroad. 


Don’t you need to: 


—Visit international and local trade fairs to get ideas, size up foreign 
competition, introduce products? 


—Investigate production methods? 

—Study sales and promotion techniques? 

—Meet your European counterparts in corresponding industries? 
—Find import articles? 

—Set up export markets? 

—Study labor relations? 

—Look into investment possibilities? 


—Obtain manufacturing rights and technical information on new 
products and scientific achievements? 


—Observe technological developments? 
—Establish manufacturing operations? 
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“You taking a 


Trick) he 


them and from BFC, you should 
spend little of your precious time 
abroad chasing wild geese. Get as 
much information as possible—more 
than you think you'll need. Handle 
as much of the preliminary inquiry 
work as you can by correspondence. 
Check everything and everyone 
here, from your own office. 

All this may well eliminate many 
men, firms and countries you might 
otherwise have visited needlessly, 
and gives you some assurance that 
youll be on the right track when 
you get there. 

Even with the most specific ap- 
pointments, most American busi- 
nessmen find that doing business 
abroad invariably takes longer than 
they expect. 





Learn the lay 
. of the land 


®@ The one phenomenon that makes 
the biggest impression on our execu- 
tives abroad is the slower tempo of 
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Iropean trip sooner 


lid 


(business) life. Experienced trav- 
elers have long since learned that 
the only thing to do about European 
pace is relax and enjoy it. They 
know that any attempt forcibly to 
impose American tactics won't speed 
up anything or anyone; it just means 
ulcers for the Yankee and antag- 
onism of the European. 

Key to successful commercial 
travel abroad is understanding of 
other people’s customs, traditions, 
daily habits and financial or com- 
mercial practices. 

Despite the sometimes sharp dif- 
ferences between individual coun- 
tries—differences youd do well to 
investigate before you go—the fol- 
lowing attitudes toward basic situa- 
tions are a guide to the American 
executive anywhere on the Conti- 
nent: 
® Don't call a European business- 
man by his first name until he asks 
you to. He may never do so, even 
after years of association. 
= Be careful to address a_busi- 
nessman by his title. Throughout 
Europe, and particularly in Ger- 
many and Sweden, the PhD is ad- 
dressed as “Doctor.” So forget that 
we usually apply the title to medical 
men, and call a doctor “Doctor.” 
= Be prepared for longer amenities 
before settling down to business. At 


bore 


otten than you think 





the so-called business lunch, figure 
on a pleasant couple of hours (enjoy 
them!) before you get to cases. 

= Show some knowledge of—and 
interest in each country’s history, 
geography, government. If you do 
nothing more than read the excel- 
lent literature available from tourist 
and commercial sources (the latter 
is all at BFC offices ) you'll be amaz- 
ingly well informed. Most Euro- 
peans are tremendously proud of 
their culture and want to show it to 
you. Accept these gestures for what 
they are—the chance of a lifetime to 
get inside a country as no mere 
tourist can. Don't regard the sight- 
seeing your European associate ar- 
ranges for you as an unnecessary 
waste of time (he'll be hurt and re- 
sentful) but allow for it in your 
schedule. 

® Be prepared for a casual attitude 
toward appointments; lateness there 
isn’t the cardinal sin it is here. 

# On the other hand, Europeans 
don’t like the idea of your popping 
in unannounced. Nail down your ap- 
pointments as concretely as you can. 
@ Make a sincere effort to do in 
Rome as the Romans do. Request 
the local food and drink when your 
host takes you out. Don’t demand 
your favorite American bourbon. 


(Continued on page 68) 
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AUSTRIA: 

Austrian Trade Delegate 
31 East 69th St. 

New York, N. Y. 


BELGIUM: 

Belgian Industrial Inf. Service 
630 Fifth Ave., Room 3004 
New York 20, N. Y. 


DENMARK: 

Commercial Attache 
Danish Consulate General 
17 Battery Place, 

New York 4, N. Y. 
Industrial Attache 

Danish Consulate General 





GO TO THE RIGHT MAN 


GREECE: 


Royal Greek Embassy Consular 
Office 

2211 Massachusetts Ave., N.W. 

Washington 8, D.C. 


Consulates in Boston, 
San Francisco, New York, Chicago, 
New Orleans 


IRELAND: 


Mr. Donal Scully, Director 

lrish Export Promotion Board 

33 East 50th St. 

New York 22, N. Y. 

Mr. Cyril Count McCormack, Director 
Irish Indus. Development Authority 
405 Lexington Ave. 


Here are the names of key commercial officers, here and/or abroad, for most of the 
countries in Europe. You'll cut through miles of red tape and misdirection if you contact 
them early in your planning. 


PORTUGAL: 


Portuguese Commercial Attache 
2310 Tracy Place N.W. 
Washington, D. C. 


Casa De Portugal 
447 Madison Ave. 
New York, N. Y. 


In Lisbon 


Fundo De Fomento 

De Exportacao 
Rua Camilo Castelo Branco 
Lisboa—Portugal 
Associacao Industrial Portuguesa 
Avenida Infante Santo— 

lote Particular 3/1 
Lisboa—Portugal 








17 Battery Place New York, N. Y. i 
New York 4, N. Y. SPAIN: 
ITALY: Spanish Commercial Attache 
FINLAND: Dott. Ugo Morabito Commercial Office 
Mr. Eero Korpivaara, Commercial Counsellor wie esr Ave., N.W. 
Commercial Sec’t’y. Italian Embassy Washington, D.C. 
Consulate General of Finland 2401 15th St. In Madrid 
200 East 42nd St. Washington, D. C. n Madri 
New York 17, N. Y. All Commercial Counselors Ministro de Comercio, 
in the United States: New York, Madrid, 
In Helsinki Chicago, New Orleans, Los Angeles Camara de Comercio, 
Mr. Ant Partanen Madrid 
ee ae LUXEMBOURG: 
American Bureau of the : , 
Finish Foreign Trade Assoc. Mr. Adrien Meisch SWEDEN: 
E. Esplanaadikatu 18 Consulat General Swedish Commercial Attache 
Helsinki Du Grand-Duche De Luxembourg 8 East 69th St. 
200 East 42nd St. New York 21; N. Y. 
FRANCE: New York 17, N. Y. Swedish Chamber of Commerce 
French Commercial Counselor NETHERLANDS: rs 69th St. 
610 Fifth Ave. 4 ” ew York 21, N. Y. 
New York 20, N. Y. Netherlands Trade Commission 
iil 551 Fifth Avenue In Stockholm 
French Chamber of Commerce New York, N. Y. Svension. Bansetiaetninaion 
— phe St. Netherlands Chamber of Commerce (Swedish Export Association) 
Y 551 Fifth Avenue Vasagatan 12, Stockholm 
New York, N. Y. Swedish Chamber of Commerce 
ei waaoaeidle Humlegardsgatan 15 Stockholm 
Industrial or Consumer Depts. NORWAY: 
German American Chamber of Mr. Bjorn Kvisgaard YUGOSLAVIA: 
Commerce Commercial Attache Yugoslav Commercial Attache 
666 Fifth Ave. Export Council of Norway 8-10 Bridge St. 
New York, N. Y. 290 Madison Ave. New York 4, N. Y. 
Commercial Departments New York 17, N. Y. 
of 15 Consulates in U. S. Mr. Hans H. Dahll, Executive Sec’t'y. In Belgrade 
Norwegian Amer. Chamber of Mr. Konjovic or Mr. Zec 
GREAT BRITAIN: Commerce Savezna Spoljnotrgovinska 
British Consuls General in 290 Madison Ave. Komora 
all major cities New York 17, N. Y. P.O.B 47, Beograd 
JANUARY 1960 83 
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Air cargo is cheaper than 
you think—right Now 


For years, air cargo was considered an “emergency method of shipping— 
speedy, but costly. But now air cargo rates are dropping drastically. Air 
cargo also means you can expand your markets quicker and easier. That’s 
not all. This article details the specific reasons when you can profit by using 


air cargo—and when you cannot. 


by Charles C. Gaudio, President, Charles W. Smith Associates, Inc., New York 
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ME 0 you think ship- 
ping by air is too costly for your 
company? It might be—if you're 
thinking only in terms of shipping 
rates. 

But there are several things to 
consider if you want to discover 
how air shipping can be profitable 
for your firm. 

For example, examine these facts: 
m Distribution costs have been tak- 
ing a larger and larger share of the 
price of doing business. Meanwhile 
air cargo rates have remained 
stable. In some instances, they are 
coming down as much as 50%. Jet 
cargo aircraft—coming in early 1961 
—will drive rates even lower. 
® Maintenance of widespread 
warehousing and storage facilities 
is expensive. It’s likely you can 
eliminate many of these expenses 
through the use of air cargo, espe- 
cially if you do business over long 
distances. 
® Goods in transit represent idle 
capital. The longer the transit time, 
the longer your inventory invest- 
ment is tied up. By air freight you 
can deliver goods to almost ev ery 
major market in the world within 
48 hours. This means faster turn- 
over for added earnings, smaller in- 
ventories, reduced financing charges 
—and more satisfied customers. 
® Basic air rates may be higher 
than surface transport rates. But 
consider other shipping costs such 
as insurance, packing, damage and 
pilferage. These cost elements are 
greatly diminished when air trans- 
portation is used. 

In other words, to discover the 
advantages offered by air cargo 
service, managers should go_be- 
yond a comparison of rates. What 
to consider is whether air ship- 
ping can lower your total distribu- 
tion costs. 


Advantages to smaller firms 


It's been proved that the air 
cargo avenue is as advantageous to 
the small shipper as it is to the 
large. Possible savings and expan- 
sion of markets, in fact, may be 
even more essential to the smaller 
firm. 

For instance, through air cargo 
a wallpaper firm in New England 


gives overnight service to cus- 
tomers in the Middle West, a mar- 
ket it could not enter otherwise. 

An eastern optical manufacturer 
saves thousands of dollars an- 
nually in inventory costs by using 
air shipments on a regular basis. 

To find out what specific advan- 
tages air cargo holds for your 
company, experts recommend that 
you study two areas. 

1. Survey air freight carriers to 
discover. what services they now 
offer and will be able to offer in the 
immediate future. 

2. Explore the possibility of 
changing distribution methods to 
take fullest advantage of air cargo. 


Reasons for rate cuts 


Here are several developments 


taking place in the airline industry 


that can mean added profits to 
your company. 

First of all, more aircraft are be- 
ing put into all-cargo service. For- 
mer passenger planes—Super Con- 
stellations and DC-7’s—are being 
converted into freighters. That's be- 
cause jets are rapidly taking over 
a lot of passenger transportation. 

Using the newly converted pis- 
ton powered planes, trans-Atlantic 
airlines have already announced 
rate reductions for many specific 
commodities. (see chart, page 37). 
Rate drops range from 10% to 65%. 

Why has the addition of more 
air freight carriers meant a reduc- 
tion in rates? Simply because the 
airlines are now able to transport 
more cargo. As volume increases, 
cost of shipping decreases. 

At present, the big reductions 
are in transcontinental cargo flights. 
Air cargo shippers that use the 
North Atlantic route have an- 
nounced further reductions for 
shipments of certain volumes and 
weights. Comparable reductions in 
Pacific air cargo rates also have 
gone into effect. Air shipping to 
Latin America will see similar rate 
drops as soon as jet powered air- 
craft begin servicing that area. 


New services, greater savings 


The first generation of jet pow- 
ered air freighters will be flying 
by 1961. These giants will lift twice 
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For many firms, the coming fleet of jet cargo planes will have an impact 


the load of the largest piston en- 
gined planes and carry it faster and 
cheaper. 

Airline officials estimate that jet 
powered cargo planes will mean 
rate reductions of 50% on domestic 
services, 30% to 40% for trans-At- 
lantic hauls and almost 70% for 
trans-Pacific service. 

Schedules are also being im- 
proved by the carriers to give ship- 
pers better flight frequencies. Daily 
scheduled all-cargo flights are be- 
ing increased monthly both for 
transcontinental and_ trans-ocean 
services. These schedules are sup- 
plemented by cargo space avail- 
able aboard passenger aircraft. 

Airlines are giving more atten- 
tion to the improvements of pick-up 
and delivery service offered. Costs 
for this type of service are being 
pushed closer to the door-to-door 
service of railroads and_ trucking 
lines. 

Some trucking lines provide spe- 
cial service to and from airports. 
The frequency of trucking sched- 
ules. geared to flight arrivals and 
departures at major airports are 
growing steadily. The number of 
airports being served is growing al- 
most daily. 

How to increase profits 

With regard to air cargo, chances 
are there are several steps your 
firm can take to produce additional 
profit. 
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Charles C. Gaudio, president of Charles 
W. Smith Associates, Inc., a transpor- 
tation management consultant firm, is 
a veteran of 30 years in transportation 
management. He joined the Railway 
Express Agency in 1929 and held vari- 
ous high level positions until he was 
appointed general manager of the Air 
Express Division in 1955. He joined 
Charles W. Smith Associates in Jan., 
1959. 
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Air cargo frequently eliminates the packaging problem. Shown here are some 
highly expensive computer units that are merely wrapped in a light covering and 
placed on pallets. They’Ill be fork lifted into the plane and strapped into place. 


Unloading will be just as easy. 


What about the cost of packing 
and crating? Packing materials 
travel at the same rate as the goods 
they enclose. Much air cargo can 
be moved with little or no packing 
because of the reduced “impact 
shock” in air carriage as compared 
to surface transportation. 

Items such as home appliances 
and light machinery can be flown 
in light factory cartons, for in- 
stance, with little risk of loss result- 
ing from damage in transit. 

Such things as giant jet engines, 
whole computer systems and large 
machines and machine parts are 
usually not packed at all when they 
are to go by air. These, and 
heavy items like them, are simply 
strapped to lightweight pallets or 
platforms. 

Consider your basic product de- 
signs. Products can and are being 
designed to take advantage of air 
cargo. For instance, a manufac- 


turer of electronic computers engi- 
neers each component to fit through 
standard aircraft cargo doors. 

This designing with the method 
of shipping in mind has paid off. 
Many of these computers are 
leased. The quicker they get to the 
user, the faster the payment comes 
in. The longer the machine is in 
transit, the longer it is out of pro- 
ductive operation. 

The U.S. Army is now surveying 
every item in its vast inventory of 
equipment with the intention of 
making practically everything mov- 
able by air. Even such huge items 
as construction cranes are being 
designed with folding sections so 
that they can fit into cargo aircraft. 

Companies that have adjusted— 
to their profit—to air cargo have 
markedly improved their total dis- 
tribution positions. Not only do 
they substantially reduce total 
transportation costs, but they are 
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on production, finance, distribution — and perhaps competitive standing. 


expanding into markets that pre- 
viously were difficult or impossible 
to reach. 

When air cargo doesn’t pay 

You may not find air cargo en- 
tirely suited to your needs. 

For instance, low value but 
heavy items like petroleum, lumber, 
coal, etc., would not move profit- 
ably by air in the forseeable future. 

Then, too, light items that take 
up a lot of cargo space might take 
too high a rate to make it profitable 
to ship them by air. 

One nurseryman, for example, 
wanted to move 1,000 tomato 
plants by air. The total weight, 400 
lbs., was hardly anything. But the 
plants took up nearly all the space 
in one cargo plane. He was charged 
at a planeload rate—too much 
money for the small profit he would 
make on the sale of the plants. 

Also, in short haul operations 
which trucks or trains could handle 


overnight, air cargo is seldom rec- 
ommended. 

On the basis of recent experience 
and forecasts, it appears that air 
cargo is most practical when used 
for long distance shipping. But 
even here, the facts vary between 
shippers. 

A recent study by a leading air 
carrier showed that some egg ship- 
pers could profit by air cargo, while 
others would not. Egg dealers with 
high value hatching eggs could use 
international or long distance do- 
mestic air cargo profitably. The 
speed and controlled atmosphere 
aboard aircraft guaranteed that 
nearly all the eggs would be hatch- 
able on reaching distant markets. 

But shippers of lower priced 
“eating” eggs found that the addi- 
tional cost of air shipping was not 
worthwhile for them. 

This example illustrates the need 
for a thorough researching of your 
own shipping needs. The difference 





How much air cargo rates are dropping 


Air cargo rates are dropping sharply, both for continental and transcon- 
tinental flights. Here, for instance, is a list of commodities on which the rates 
will be reduced 20% or more on North Atlantic route flights. 


Foodstuffs, spices and beverages 
Leather and leather goods 
Yarns, cloth, textiles, etc. 

Shoes and slippers 

Artificial flowers 


Automobiles and agricultural machinery 


Adding machines and/or computers 
Radio, TV, phonographs, appliances 
Pneumatic machinery 

Pottery, china, glassware 
Magazines and books 

Scientific and surgical instruments 
Musical instruments 

Phonograph records 

Microscopes and spectroscopes 
Optical and photographic goods 
Toys, games and athletic equipment 


Maximum 
Percent Reduction 


38% 
34% 
34% 
34% 
65% 
19% 
25% 
34% 
34% 
30% 
37% 
35% 
20% 
20% 
26% 
35% 
32% 
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of a few cents in value of the eggs 
—and what type of product it was— 
determined the method of ship- 
ping. Each dealer turned a profit 
through using a different means of 
transportation. 


Prepare for market changes 

In a few years, there will be 
more than 200 jet powered cargo 
planes in operation. By 1975, ex- 
perts predict that there will be at 
least 1,000 in daily service. 

This means that present methods 
of marketing may be altered sub- 
stantially. 

As one manufacturer who uses 
air cargo regularly says, “More and 
more manufacturers are using air 
cargo. The marketing picture is 
changing. Shipments are getting to 
their destinations faster and often 
at less cost. 

“Speedy accessibility to raw 
materials means that you dont have 
to keep so much on hand. You're 
in a better position to take advan- 
tage of market or production 
changes. 

“What we're doing is speeding 
our communication and_ record- 
keeping methods to keep informa- 
tion flowing between sales offices 
and central headquarters as fast as 
our cargo shipments. 

“What does this mean in terms 
of profits? Well, we don't lose 
money by having equipment spend 
costly time in transit. We can open 
up new markets—and keep them 
supplied—where we never could 
before. And we're gearing our en- 
tire operation to air shipping. That 
means we'll get a sizeable jump on 
the competition when air cargo 
becomes as widespread and essen- 
tial as surface transportation is 
now.” 

At present, air cargo holds in- 
creased profits for many types of 
businesses. No longer is it strictly 
an “emergency” method of ship- 
ping. The important thing, say the 
experts, is to determine whether 
shipping by air will cut your over- 
all distribution costs. 

If that is the case, now is the 
time to consider using air cargo. & 
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Dr. Robert N. McMurry 
President, The McMurry Co. 
Chicago 
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“Most companies are frankly afraid of 
being creative, afraid to search for new 
ways of doing things.” 











Dr. Robert F. Snowden 
Partner, Glaser, Snowden & 
Associates 
Pasadena 


“It’s not skill or competence that deter- 
mine an executive’s success. It’s his 
method of working.” 





- Dr. James N. Farr 
| President, Farr & Glasscock 
| Associates 

New York 





“One characteristic of a potentially 
successful executive is a certain amount 
of tension.” 





Dr. John R. Martin 
President, John R. Martin 
Associates 

New York 





“No man is, categorically, a success or a 
failure. It depends on where he works.” 


Dr. Donald H. Dietrich 
President, Donald Dietrich & 
Associates 

Chicago 





“Frequently presidents cow their execu- 
tives so much that the executives are 
afraid to use their own initiative.” 
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MANAGEMENT PSYCHOLOGISTS TELL YOU: 


Fiow to tackle 


PROBLEM NUMBER ONE: 
Your ability to predict executive success or failure 


PROBLEM NUMBER TWO: 
Your ability to uncork potential in management people 


Men who amount to high priced failures can be 
found in many a company—perhaps yours. How 
can you avoid the extravagant waste of managers 
who don't measure up? Here, drawn from tape 
recorded interviews, are the answers of five 
management psychologists. In the answers you 
get a fresh slant on how to select and motivate the 


kind of executives who build profits. 


Y. can predict executive success and you can release hidden 
resources in even seemingly mediocre executives. 

This promise is supported by some of the country’s leading 
management psychologists. 

Why then do companies continue hopefully to hire executives 
who turn out quickly to be what amounts to high priced failures? 

And why do companies continue to plod along, missing profit 
opportunities, just because executives apply only a portion of their 
potential to their jobs? 

To get the heart of the matter, MMANAGEMENT METHOps has 
interviewed five management psychologists. The interviews were 
conducted in depth and were tape recorded. 

Last month’s issue presented the answers to two questions 
aimed at the psychologists: how an executive can best handle 
the people under him, and how he can channel his personal 
aggressiveness. 

Now here are the psychologists’ answers to two key questions 
concerning management failure: 
= How can you predict whether an executive will succeed or fail 
in a certain job? 

@ What actions can a company take to cause an executive to 
give all he’s got? 

Listen to what the psychologists say. 
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SECOND OF A TWO-PART SERIES 


causes of executive failure 


QUESTION NUMBER ONE: 


How can you predict whether an executive will succeed or fail 


in a certain job? 


Co. Dr. Snowden, are there 


ways to predict whether an execu- 
tive will succeed or fail? 


SNOWDEN: Yes. In theory, it’s fairly 
simple. The trouble is that com- 
panies try to predict an executive's 
success or failure on the basis of his 
skill, talent, competence. You can't 
predict success by those alone. 

To really find out whether an ex- 
ecutive will succeed, compare his 
work—and the way he works—with 
the work and work patterns of exec- 
utives in the company he works for, 
or is going to work for. If his and the 
company’s patterns are very differ- 
ent, he isn’t likely to succeed. 

To be successful, an executive has 
to be compatible with the company 
as an institution. 


Q. As an institution? What does 
that mean? 
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SNOWDEN: It means the sum of the 
unwritten rules that companies 
build up over a period of time. 
Because these customs, or unwrit- 
ten rules, or mores actually pre- 
scribe the way things are to be done 
in a company, itis vital that an 
executive's behavior match them. 
Otherwise he'll constantly be at 
odds with company procedure, to 
his and the company’s detriment. 
For example, suppose a president 
happens to be a stickler for punctu- 
ality. There’s no written rule about 
being in your office at nine o'clock 
sharp. The president never speaks 
directly to anyone about being late 
but through subtle means of com- 
munication, chronic offenders learn 
that the president resents their late- 
ness. The lateness usually stops. Still 
nothing written, nothing said about 
punctuality. But one thing you re- 


“The most common reason for 
failure is the executive's 
inability to adjust to a company’s 
pattern.” 


Dr. Robert F. Snowden, 
Partner, 
Glaser, Snowden ¢ Associates, Pasadena 


cognize right away about the com- 
pany is that no one is late. Its a 
part of its institutional character. 


Q. Suppose two companies are 
similar in that they make similar 
products and face the same market- 
ing problems. If a successful execu- 
tive from one company goes over to 
the other, aren't his chances of suc- 
cess pretty good? 

SNOWDEN: Not necessarily. Just be- 
cause two companies make similar 
products, doesn’t mean they are 
alike as institutions. Remington 
Rand and IBM make similar prod- 
ucts, but I'll bet their operating pro- 
cedures are vastly different. 

You said that the executive was 
successful in the first company. 
Well, it’s not skill or competence 
alone that made him successful, but 
that’s what you're trying to base his 
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probable success in the new com- 
pany on. Too many companies 
simply look for skill ‘and compet- 
ence. Those are prerequisites for an 
executive. Many companies fail to 
realize that what they've got to 
examine is an executive's method of 
working. 


Q. Then what tangible evidence 
can a man go on if he wants to dis- 
cover whether an executive will 
“fit” in a certain company? 
SNOWDEN: Two key questions can 
tell him briefly whether the execu- 
tive will work out. Will the new man 
be able to work compatibly with his 
immediate superior? Will he be able 
to work with his peers—either indi- 
vidually or as a group? 

Both seem like perfectly obvious 
questions. They are. But they are 
often overlooked by companies that 
consider a man on his skills alone. 


Q. Is every company institutional- 
ized? 

SNOWDEN: No. I know of some rela- 
tively young companies—both small 
and large—that have not vet devel- 
oped what you would call an insti- 
tutional character. 

But remember this: no company 
can endure over a significant period 
of time without becoming institu- 
tionalized. 


Q. Why? 

SNOWDEN: Because companies have 
to develop comprehensive implicit 
and explicit policies as they go 


along. If they don't, they get tangled 
in a mass of confusion. 

What institutionalization does, 
essentially, is make order out of 
potential chaos. 

Look at it this way. Your life is 
institutionalized. The type of clothes 
you put on every morning is de- 
cided almost autom: itically by the 
demands of your culture. So is what 
you eat for breakfast. Think how 
difficult it would be to get through 
a normal day if it were not for the 
way basic patterns in your life are 
ordered. It’s this kind of usu ly uni- 
versalized ordering that constitutes 
institutionalization. 

Just as unwritten institutional 
laws simplifv living, so do they 
simplify the way a company “lives.” 
Without institutional ways, a com- 
pany would have no_ identifying 
characteristics, no regular policy, no 
precedent to follow. 


Q. If a company is definitely insti- 
tutionalized, doesn’t that imply that 
it is, to a degree, inflexible? 
SNowvEN: No. Institutionalization 
in no way equals rigidity. It might 
be a company policy, for instance, 
to give executives complete freedom 
in their jobs. Another custom might 
be to run continuing studies on ways 
to make operations more flexible. 


Q. Institutionalization is not neces- 
sarily good or bad, then? 

SNOWDEN: No, not good or bad, per 
se. You have to judge on the basis of 


whether the institutional character 
hinders or helps company opera- 
tions. 

It could be bad, for instance, to 
have the custom of hiring only those 
people who conform to certain be- 
havior patterns. Inbreeding—hiring 
people all of whom will think and 
react similarly in any given situation 
—leads to a sterility of ideas. And 
that results directly in rigidity. 


Q. If a manager has to measure a 
potential executive's success against 
the institutional character of his 
company, how can he find it? 
SNOWDEN: Youll begin to define 
that character for your company 
when you get the answers to these 
questions. What are you proud of in 
the company? What basic behavior 
patterns seems to be common to 
most of the executives? What con- 
sistent methods exist for getting 
things done? What can get you into 
trouble in the company? Where are 
the danger spots? Are most execu- 
tives similar in either dress, bearing, 
manner, education, or social his- 
torv? 

In other words, to find institu- 
tional character, look for recogniz- 
able ordered patterns of activity. 
Then question the man to see how 
he does things. If both patterns of 
activity seem compatible, and the 
man has already demonstrated ex- 
ecutive talent, chances are he will 
succeed. 

END SNOWDEN ANSWER 
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President, 


Dr. James N. Farr, 


“T wouldi't rate a man as top executive 
potential who wasn’t pressured by a 
certain amount of tension.” 


Farr + Glasscock Associates, New York 


e Dr. Farr, if you had to 
predict whether a man would be a 
successful executive, what charac- 
teristics would you look for? 
Farr: A certain amount of tension, 
for one. Typically, anxious men are 
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trying to prove something, usually 
themselves. The need to prove some- 
thing is a driving force. It’s that 
driving force—born out of anxiety— 
that makes a top notch executive. 

For instance, before Ill recom- 
mend an executive my client may be 
considering, I want to see some ten- 
sion, some anxiety in him. If he 
doesn’t have something pushing him 
from inside, chances are he won't 
work as hard as a top-line executive 
has to. That means he won't suc- 
ceed, when by success you mean 
reaching the top. 


Q. Well, you keep hearing that ex- 
ecutives should find ways to lose 
their tensions. Don’t you think that 
tension is detrimental? 


Farr: Sure. Too much tension from 
fear or unrelieved stress is detri- 
mental. 

But I wouldn't rate any man as 
top executive potential who didn’t 
have a healthy amount of the ten- 
sion that comes from the need to 
make good. 

Some companies may say that 
they don’t want a man whose basic 
tension and drive is going to upset 
the coordination of their present ex- 
ecutive teams. Well, no machine has 
ever been made more efficient with- 
out experimentation with new parts. 


Q. What about intelligence? Isn't 
that about the most important char- 
acteristic of a successful executive? 


Farr: Yes, but let’s qualify intelli- 
gence. A man can be smart as a 
whip, but irrational or phlegmatic 
as hell. No executive succeeds with- 
out functional intelligence. That is 
very different from plain intelli- 
gence. Functional intelligence 
means the ability—and the desire— 
to use one’s mind knowingly and 
effectively and to reason logically 
and deliberately. 

In a nutshell, here’s what I look 
for in a man who’s being considered 
for top-level work: drive and ambi- 
tion, which are usually a product of 
the anxiety I mentioned. It’s also 
important to find out how energetic- 
ally a man works, how he represents 
himself, what co-workers think of 
him and what patterns of activity he 
sets for himself. All these things 
bear directly on a man’s ability to 
handle executive responsibilities 
succesfully, 


END FARR ANSWER 
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“Constructive rebelliousness—the refusal to accept the status 
quo—is the hallmark of the man on his way up.” 


Dr. Robert N. McMurry, 


President, 


The McMurry Co., Chicago 





Q. Dr. McMurry, what spe- 


cific things do you examine to tell 
whether a man will be a successful 
executive? 


McMurry: I look at the climate and 
other environmental factors of the 
company the man is going to have to 
work in. 

Either he will adapt well with the 
environment or he wont. If he 
won't, his success is out the window. 


Q. What do you look for in the 
man? 


McMurry: First, his can-do quali- 
fications. Training, experience, in- 
telligence—those things that deter- 
mine largely what he can do. His 
technical potential, in other words. 

I'd study his personality to see 
what motivates him, then examine 
his personality make-up to see how 
well adjusted he is to his surround- 
ings. These things tell me what use 
he will make of his potential. Also I 
look for constructive rebelliousness 


—a man who wont accept things as 
they are; the man whose restlessness 
makes him seek improvement. 


Q. Suppose a company hires a real 
crackerjack from another company. 
The two environments are bound to 
be different. What can the hiring 
company do to keep the executive 
as good in his new job as he was in 
his old one? 


McMurry: The best the company 
can do is accept his methods and get 
used to them. Don’t try to shape the 
man to fit the company mold. 
Here's why. After age 30, a man is 
pretty well set. Even if you wanted 
to, you couldn't change his basic 
goals, his personality or his motiva- 
tions. That means you can't change 
his basic ways of doing things. If 
you try to force changes in his make- 
up, you'll kill his effectiveness. 
Either that, or he'll leave for places 
where he can do things his way. 


END McMURRY ANSWER 
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“Four specific company 
characteristics tell whether an 
executive will succeed or 

fail with that company.” 


Dr. John R. Martin, 
President, 
John R. Martin Associates, New York 


e Dr. Martin, are there ways 

to predict whether an executive will 
succeed in a job? 
Marti: Yes. In a structured inter- 
view, a qualified interviewer can tell 
fairly accurately whether a man will 
succeed. But he has to know two 
things pretty well before he starts 
the interview: the company the man 
is going to work for, and the spot he’s 
expected to fill. 

Then through an informal and un- 
directed interview in which you dis- 
cuss the man’s goals, his likes and 
dislikes and what motivates him, you 
discover whether his type of man 
will fit in with the company and the 


job. 


Q. What are the things you look for 
—both in the company and in the 
man—before you feel qualified to 
make predictions on a man’s degree 
of success? 

Martin: There are four specific 
things I want to know about a com- 
pany. I want to know what kind of 
people are in the company, the kind 
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of judgments and decisions they 
make, the amount of facility with 
which they work together and the 
general feeling that prevails through- 
out the company. 

As for the man, I want to know 
about his ability to make decisions, 
about his independence and to what 
extent he depends on others. I also 
like to find out about his ability to 
adapt to his surroundings, in addi- 
tion to discovering the goals and 
attitudes that I mentioned before. 


Q. What about the theory that a 
man can be a success in One com- 
pany and a failure in another? 
Maat: I| think it’s true. No man is, 
categorically, a success or a failure. 
There’s an interesting story about 
that. Several years ago, we were do- 
ing psychological evaluations for 
three firms that were building up 
their engineering departments. 
Monday, let’s say, I interviewed 
engineers for one company. Then 
Tuesday, doing the same thing for 
the second company, I'd notice some 





of the same men sitting out in the 
waiting room. And they'd be back 
the next day while I was doing in- 
terviews for the third company. 

I was fairly certain which men 
would go to which companies be- 
cause I knew what type of man each 
company was looking for. We sub- 
mitted exactly the same report on 
each man, but we changed the re- 
commendations because we viewed 
each man against a different com- 
pany background. 

One man who applied to all three 
companies was definitely superior in 
every way. He was highly intelli- 
gent, aggressive, a quick thinker. 
Yet I knew two of the firms wouldn’t 
take him and I was right. They didn't 
want that kind of man coming in. 
The first firm took him because he 
fitted their pattern. 

Chances are if he'd gone to work 
for either of the other two, he’d 
never have succeeded. He'd have 
felt himself blocked, even resented. 


END MARTIN ANSWER 
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QUESTION NUMBER TWO: 


What actions can a company take to cause an executive 


to give all he’s got? 


“Achievement brings satisfac- 
tion. That's what causes people 
>> 

to work better. 


Dr. James N. Farr 


Q. Dr. Farr, why do presi- 


dents fail to get the most out of their 
executives? 

Farr: One reason is that they don't 
clarify their objectives as managers. 
Managers manage people. But many 
presidents see themselves as manag- 
ing situations. 

If you want to get the most out of 
your executives, you've got to make 
them want to do the jobs you give 
them. The best way to motivate ex- 
ecutives is to reward the kind of 
performance that satisfies you and 
punish the kind of performance you 
don’t want to see more of. 

Q. What specific methods can a 
manager use to reward the kind of 
performance he wants to encourage? 
Farr: I can best answer that with a 
case I worked on a few years ago. 

One department in this particular 
company was going to the dogs. 
That was because the manager of 
that department made every deci- 
sion. He ran everything, even though 
he had six subordinates who were 
presumably responsible for various 
aspects of the operation. Eventually 
he was fired. 

The first thing the new replace- 
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ment did was to define his problem 
like this: I must get the supervisors 
under me to assume responsibility 
for their own functions. 


For the first couple of weeks, 
everyone came running to him about 
every decision. That's because the 
ex-manager had demanded that sort 
of behavior. But every time a sub- 
ordinate asked the new manager to 
make a decision that was essentially 
the subordinate’s, the manager 
threw the decision right back in his 
lap. He'd ask the man what he 
thought ought to be done. If he 
didn’t take the hint, the manager 
would say, “I’m not interested. You 
do it and show me the results at the 
end of the month.” That was his way 
of punishing the behavior he didn't 
want. 

On the positive side, every time 
someone made a good decision and 
took action, the manager would 
make a special point of compliment- 
ing him and/or showing his ap- 
proval., 


Q. It is these rewards, then, that 
motivate men to give all they ve got? 


ann: No. The rewards are just 





tools to get the kind of work you 
want. What actually motivates men 
is your letting them do that work. 
Achievement brings satisfaction and 
it’s personal satisfaction that stimu- 
lates men to work better and harder. 


Q. Personal satisfaction motivates 
men? Then, in effect, they motivate 
themselves. Is that correct? 


Farr: Essentially. But the president 
provides the soil for that personal 
satisfaction by letting people actu- 
ally do their jobs. 

You see, people need recognition. 
They need a feeling of identity with 
the company. They need to feel use- 
ful and worthwhile. Those are psy- 
chological and emotional needs, Sat- 
isfaction with their own efforts 
fulfills those needs. 

When a manager sets up situa- 
tions in which people can achieve 
these feelings through reaching de- 
finite objectives, he has a good mo- 
tivation technique. And of course, 
he has the natural benefits of a 
group of willing workers trained to 
make decisions. 

END FARR ANSWER 


(Article continues on page 74) 





& 
i 
4 
4 
4 
‘ 
4 
. 
4 
4 
‘ 




















MMs Pinekeeping pro- 
cedures are slow, complex and 
costly in most manufacturing com- 
panies. Chances are, your methods 
are no different. But they can easily 
be improved—and can add to your 
profits at the same time. 

For example, a simple timekeep- 
ing system, based upon one of its 
own intercom ideas, has saved 
Webster Electric Co., Racine, 
Wisc., more than $30,000 in three 
years. (See MM report, September, 
1957.) 

It consists of a separate intercom 
system between production report- 
ing stations and the timekeeping 
center. Production workers make 
direct reports from one of 54 dif- 
ferent stations immediately after 
completing a job and at the end of 
the day. Master units in the time- 
keeping center receive all incoming 
information which is immediately 
noted on time cards by the girls 
on duty. 


How the system works 

After completing a job, the pro- 
duction worker steps to the nearest 
call station (at Webster Electric 


there is one within 30 feet of every 


AA. 





How to cut 


timekeeping costs 


with an 


intercom system 


worker ) and states his clock num- 
ber. He pauses, then reports the job 
completed, part number, order num- 
ber and any other required infor- 
mation. 

A girl at the timekeeping center 
hears the clock number announced 
over the master unit. She pulls 
the corresponding job card from a 
file, records the data and the time 
of the call. Entire operation: just 
10 seconds. 

Under the old method of having 
workers turn in written reports, 
production suffered. The worker 
had to take time to write the re- 
port, walk to the timekeeping cen- 
ter and there wait in line to hand 
it in. (This unproductive time was 
paid for by the company at an es- 
tablished day rate.) 

The intercom system grants the 
worker privacy in making his re- 
port, keeps conversation — through 
necessity—to a bare minimum and 
avoids the need for costly correc- 
tion later of illegibly written re- 
ports. 

The timekeeping department 
benefits, too: 

1. Time tickets can be processed 
immediately as work is completed. 


Formerly, recording had to be done 
the following day. 

2. Less clerical help is needed to 
do the job—at Webster Electric, 
the system has eliminated the need 
for three timekeeping payroll per- 
sonnel. 

3. Account numbers are accu- 
rately recorded and the piece rates 
are kept up to the minute, since 
they are noted at the timekeeping 
center. 

4. Clerical overtime is elimi- 
nated. The immediate processing 
of time tickets permits payrolls to be 
written up as much as three days in 
advance of payday at Webster 
Electric. It used to require over- 
time at the company merely to get 
the payroll out before the dead- 
line. 

5. The girls relieved of clerical 
work can be put to more produc- 
tive tasks. 


Physical organization 

In setting up an intercom report- 
ing system it is important that files 
of jobs cards be always within 
arm’s reach of the girls attending 
the master units in the timekeeping 
center. 
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Firms are saving thousands of dollars 

each year in timekeeping costs by switching 
to a ‘call in” record-keeping system. 

This method increases real production time 
and reduces petty clerical jobs. Basically, 


it is a separate intercom system. Here is 


the way it works. 


At Webster Electric, three mas- 
ters are attended by three girls 
during peak load periods. They sit 
surrounded by card tubs contain- 
ing 1,500 to 2,000 parts tickets. On 
a normal day they receive more 
than 200 reports and can process 
from 1,200 to 1,300 tickets. 

Each master has 54 identical sta- 
tions divided into three depart- 
ments. During peak periods each 
girl handles one department, iden- 
tified by a color-coded light an- 
nunciator. When things slow down, 
the girl nearest a master unit can 
handle any department immedi- 
ately. 

The intercom reporting system 
operates during the day only. Night 
shift workers keep their records on 
cards which they submit to the time- 
keeping department when _ they 
punch out. The girls in the depart- 
ment go to work on these cards 
immediately upon reporting to 
work in the morning. 

The daily schedule for girls in 
the timekeeping department looks 
something like this: 

7:00 am - 10:00 am—Posting the 

previous night shift 
tickets. 
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10:00 am- 2:00 pm—Posting the 
morning tickets — and 
current tickets as they 
are reported. 

2:00 pm- 4:00 pm—Handling 
peak period reports and 
completing the day’s 
posting. 

Thus, within three or four hours, 
anyone can locate any piece in the 
plant and learn what has been done 
to it. The old method required the 
girls to start posting after 3:30 pm 
and continue the job through the 
next working day. This time saved 
under the new system amounts to 
five work days per week. 

Acquainting production people 
with the new system has proved to 
be no problem. After a brief expla- 
nation and a practice run-through 
they've mastered the intercom idea 
with no trouble. And welcomed it, 
too, since it allowed them more 
work time at the piecework pro- 
duction rate rather than the lower 
day rate in effect for -reporting un- 
der the old system. 

The one hard-and-fast rule that 
should be established: insist that 
jobs be reported as soon as work is 
completed. Even during peak peri- 











































ods, the center can handle most 
such calls. The girls use a foot-oper- 
ated talk-listen switch, leaving both 
hands free to record data. 

An advantage of this “call in” sys- 
tem is that it can be used with al- 
most any card indexing system. The 
cards should, however, be conven- 
iently located for quick handling. 
The kind of indexing used depends 
upon the piecework system and the 
cost system in use at any company. 
Webster Electric, for instance, uses 
standard hours for payroll and a 
standard cost system. Supplies of 
preprinted time tickets are filed by 
an employee’s clock number after a 
job has begun. 

Speed and accuracy are essential 
on the part of the clerical staff. Dur- 
ing the peak period—toward the end 
of the day—calls come in continu- 
ously. The production men are anx- 
ious to set up for the night shift or 
prepare for the next day’s work. 
They become restless if they must 
wait any length of time to get their 
reports in. But this doesn’t present 
any problem since the intercom sys- 
tem can be learned quickly by cler- 
ical people. Peak efficiency is usu- 
ally obtained within a week. @ 
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How to choose 
profit-making distributors 


You can easily select the distributors who build profits, and avoid the ones 


who bring losses. How? Develop a profile of your most profitable 


distributors—then measure prospective distributors against it. 


Here’s how this system pushed sales up 30% in a year for one company. 


mu Bowes Corp.'s dis- 
tributor selection method has three 
unbeatable advantages: 

™ It singles out distributors with 
the best profit potential. 

™ It eliminates poor risks quickly. 
No time wasted in fruitless inter- 
views. 

= Cost of finding the best distribu- 
tors is extremely low. 

The key to this highly effective, 
low cost method is a simple ques- 
tionnaire, filled out by every candi- 
date for a Bowes distributorship. 
Here are 12 questions that separate 
profit makers from deadwood: 

1. Are you between 35 and 45 
years old? 





2. Have you an education §be- 
yond eighth grade? 

3. Are you married? 

4. Do you have three children or 
less? 

5. Do you own (or are you buy- 
ing) a home? 

6. Have you lived at your present 
address two years or longer? 

7. Were you at your previous ad- 
dress two years or longer? 

8. Have you a telephone at home 
or at your place of business? 

9. Is your car at least three years 
old? 

10. Do you belong to a church, 


lodge, club, YMCA, veterans’ or 


civic organization? 


THESE ADS BROUGHT 


NEW BLOOD, 
BIG PROFITS 


TO BOWES CORP. 
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11. Have you been on your pres- 
ent job at least two years? 

12. Were you raised in a town 
with less than 50,000 population? 

The man who answers “yes” to 
eight or more of these questions is 
a good bet for a distributor who 
will make profits for himself and for 
Bowes. 

Here’s why. Bowes’ executives 
know what characteristics a man 
must have to be a good distributor 
because they know what charac- 
teristics are common to its most 
profitable distributors. 

What are the results since the de- 
velopment of this questionnaire? 

Says Robert M. Bowes II, execu- 
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tive vice president and general 
manager: “This positive selection 
method has built a strong distrib- 
utor organization for us, which 
has resulted in greatly increased 
sales. At the end of last year, the 
first time we used this method, sales 
went up 7%. This year, sales went 
up 30%. Since we sell only through 
distributors, it stands to reason that 
better sales come directly from bet- 
ter distributors.” 
How did this method develop? 


The probiem 

Bowes “Seal Fast” Corp. markets 
some 500 automotive accessories. 
Until last year, the 40-year-old com- 
pany had shown no significant sales 
increase in 15 years. In a market 
that was booming as ownership of 
cars swelled, Bowes was known as 
conservative—more often a follower 
than a leader. 

Bowes found the problem lay in 
its distributor organization. Analy- 
sis of 174 distributors who joined 
Bowes in the last five years showed 
only 11 with satisfactory sales rec- 
ords. Sixty-two distributors had 
marginal records, 39 had unsatis- 
factory records and 62 had left the 
company. 

Robert Bowes’ conclusion: Per- 
formance of present distributors 


was far too weak, and recruitment 
efforts to get new distributors was 
simply haphazard. 
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His decision: A get-tough policy 
to beef up performance of Bowes’ 
distributorships. 


The solution 


To get distributors it could count 
on for profits, the company had to 
do two things: 1) weed out weak 
distributors and 2) strengthen its 
recruitment program. 

McMurry, Hamstra & Co. (now 
the McMurry Co.), a Chicago con- 
sulting firm, was hired to find out 
what made the successful distrib- 
utors successful. 

The consultants researched the 
business and personal backgrounds 
of a test group of 174 Bowes dis- 
tributors. Ignoring the characteris- 
tics the men might have in com- 
mon merely by coincidence, the 
consultants found that a consistent 
pattern began to emerge among the 
successful distributors. 

Distributors with the best sales 
records had these characteristics in 
common at the time they were 
hired. They were all married with 
between one and four dependents. 
Most owned their own homes. They 
had lived at their present and at 
their previous addresses for at least 
two years each. They had been 
on the jobs they left to become 
Bowes distributors for at least two 
years. They all had phones at home 
or at businesses. All, in other words, 
demonstrated stability. 








Can We Make 
Money Together? 


De you have what 
it takes te start 

yout own automotive 
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The researchers found that the 
best distributors had between an 
eighth grade and college or trade 
school education. But over-educa- 
tion, they found, could be a liability. 

The firm found that men between 
35 and 45 turned out best. Men 
younger than 35 with the necessary 
capital to invest in a distributorship 
were seldom willing to invest the 
effort necessary to build a route. 
Older men often lacked the physi- 
cal stamina. 

Owning cars three years or older 
was another vital characteristic in 
the profile of the profitable dis- 
tributor. Status consciousness, re- 
ported the researchers, hurt a man’s 
effort to sell to the station owner. 

Research also showed that every 
successful Bowes distributor had 
been raised in a small or medium 
sized town. “We don't really know 
whether it is significant if a man 
was raised in a town with less than 
50,000 population,” says one of the 
psychologists. “But since it was 
characteristic of every successful 
distributor, we felt it was beyond 
coincidence. That’s why we in- 
cluded this fact in our profile.” 

From these characteristics, Bowes 
developed a clear picture of the 
ideal distributor. The 12-question 
test put to each prospective dis- 
tributor is simply an effort to see 
how he conforms to the profile. 

Using the profile to measure its 
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Nationaljiease supplies everything but the driver at flexible, local-level 
costs. On-the-spot management provides highest efficiency; full-service, 
one-invoice truckleasing—the LEASE-FOR-PROFIT way. 

Lease a new Chevrolet, or other 
fine truck, operate it as your own 
with no investment, no upkeep. 


LEASE... for Profit 


Nationallease service 
doesn’t add to your cost 
...it saves. Saves the 
capital and management 
time you now spend on 

’ trucks so you can put 
yourself—and your 
money—back into your 
own business. 








Forget trucks! Whether you lease a single 
truck or a fleet your local MNationajease firm 
will take them over and will relieve you 
of all concern with capital tie-up, procure- 
ment of properly engineered equipment, 
garaging, paperwork, insurance, licensing, 
upkeep—and hundreds of invoices. Your 
driver operates the truck as if you owned 
it—and you have a single budgetable ™@ 
invoice. That’s Nationaljease full-service , 
truckleasing! For facts about full-service, 
**Lease-for-Profit" truckleasing— 

and the name of your 


local Nationdlease firm, write: 


Oe NATIONAL TRUCK LEASING SYSTEM 
ie \_Y 


Serving Principal Cities of the United States, Canada, and Puerto Rico 


23 E. JACKSON BLVD., SUITE: M-1, CHICAGO 4, ILLINOIS 
(Circle number 127 for more information) 
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present distributors, Bowes .discov- 
ered that all distributors with satis- 
factory sales records fitted at least 
10 categories. Only 58% of those 
with marginal sales records could 
answer “yes” to 10 of the queries. 
Less than half of the unsatisfactory 
men came anywhere close to the 
profile. Of the distributors who 
quit, only 24% could match even 
seven characteristics. 

Consequently, Bowes has done 
much hiring—and almost as much 
firing—to rebuild its faltering dis- 
tributor organization. Men who 
don't do the job are dropped. In 
fact, in one 10-month period, 
nearly one-fifth of Bowes’ distrib- 
utors were terminated. 

To recruit new _ distributors, 
Bowes uses national newspaper, 
magazine and radio advertising. 
Some of the printed ads list the 
12 qualifications, asking men who 
meet eight to reply. The broadcast 
ads frequently describe the distrib- 
utorship. Applicants then telephone 
Bowes’ zone manager, who screens 
them with the 12 questions during 
the initial phone conversation. 
The results 

Since this “profile plan” of dis- 
tributor selection was adopted, 
Bowes reports up to 100 inquiries 
a day. About 95% are rejected imme- 
diately, wasting no further time. Of 
the 5% interviewed, usually 17 or 
2% become distributors. 

Does Bowes lose some good men 
in the 95% who are rejected? Here’s 
Robert Bowes’ comment: “There's 
a long chance that one or two of 
the rejects might be able to make 
the grade. Every rule has its unpre- 
dictable exceptions. But we can't 
afford to gamble. It’s too much of 
a responsibility for us and for the 
applicant who has to make the in- 
vestment on his own.” 

Cost of the recruitment ads: 
$100,000 per year. 

Yield of the recruitment ads: 
distributors who have increased 
Bowes’ sales 30% in one year. 

Says Robert Bowes: “Manage- 
ment has a moral obligation to pre- 
vent a man from entering into a 
venture for which he is unfit. But 
any company can select the top dis- 
tributors, factory representatives or 
sales agents. The key to increased 
sales is to find men who conform to 
the profile of already successful 
salesmen.” @& 
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TO: 29 Broadway, New York 6, N.Y. OR 7046 Hollywood Bivd., Los Angeles 28, Calif, | 
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What does an advertising executive read? 


Says Walter Weir: “Today in advertising, it is essential to have the management 
point of view; to be able to plan for the entire business over three- and five-year 
periods ; to get into and be able to grasp areas seemingly unrelated to advertising 
but vital in the total marketing scheme. It so happens that MANAGEMENT 
METHODS presents highly useable information in a concise, easily accessible 
and altogether practical way. The magazine is a great advantage to me because 
it offers management ideas in my own field as well as in other businesses.” 


Walter Weir is executive vice president in charge of account service for Donahue & 
Coe, Inc., in New York. 
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Thought starters 


Give your sales a 
real thrust with a 


FURNITURE Concise, easy-to-understand jewelry miniature 
Modular units can be pointers are given on how to avoid Po of your trade- 
arranged to fit space overpayments and mistakes. Clear- r~ k duct 
P cut examples from typical tax situ- rn OS PvE 
An attractive 24-inch square ations are described. “— a Write for free 
table and planter has been added Time-saving rate tables and " folder today. 
to the versatile Viscount modular checklists of deductible and non- i 
office furniture designed by Royal deductible items are included. A , 
Metal Manufacturing Co. detailed index provides ready ref- 
This new unit allows reverse cor- _ erence to any needed data. WILLIAMS & ANDERSON CO. 
ner groupings of tables and chairs. This 448-page tax guide is priced peo gaey aici 
A variety of arrangements can be at $3. To order a copy, write to Emblem Manufacturers Since 1861 





Commerce Clearing House, Inc., 14 Third Street, Providence 6, R. 1. 
4025 W. Peterson Ave., Chicago, 46. (Circle number 144 for more information) 





NEW PRODUCTS 


Your secretary will like 
this new compact transcriber 


The Secretarial is a new trans- 
criber introduced by Gray Manu- 
” - facturing Co. Called the smallest of 

Table and planter unit can be used for — the disc transcribers now on the 





outside corner arrangements. market, it weighs just 5% pounds. 
The new unit is a twin to the Key- 

made with this completely inter- — Noter executive dictating machine 

changeable furniture to suit the previously announced. 

size and shape of reception areas An illuminated index strip makes 
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tops offer a choice of 20 colors and cannd f th tire disc i . . . 
maisink a fe) e entire disc in one with Wassell Rotor-Files 


For an illustrated booklet describing 
the complete Viscount line, circle num- 
ber 256 on the Reader Service Card. 


Wassell Rotor-Files swing at a finger touch— 
no stretching or yn no agers or hauling. 
One girl, from a comfortably seated position, 
can reach the equivalent of 32 drawers of file 
folders at the flick of a finger. 

% 50% saving in filing time 

% Up te 40% saving in floor space 

% Over 100% improvement in file clerk morale 
% 75% saving in physical effort 

% At least 50% saving in executive waiting time 
Write now for full information on Wassell 


rotary filing systems—for orders, correspond- 
ence, cards, tub filing, and/or books. 
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TAXES 


Up-to-date income tax 
guide just published 
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Basic rules affecting business and 
personal income taxes are ex- WASSELL 
plained in a new comprehensive ; ORGANIZATION, INC. 
tax guide published by Commerce Easy-to-use, smartly styled transcriber Dept. M-1 * Westport, Conn. ® Est. in 1935 
Clearing House, Inc. takes minimum desk space, (Circle number 142 for more information) 
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The Calculagraph computer completely eliminates time-consuming, 
error-producing manual computations to obtain elapsed time for labor 
costs. The exclusive Calculagraph principle automatically computes 
the “difference” in starting and finishing times and prints the elapsed 
time in hours and minutes or in hours and tenths (as shown). Arrows 
indicate the exact elapsed time. It can be “programmed”, too, to 
subtract all “idle” time such as lunch periods, etc. No expensive 
changes are necessary to include Calculagraph in your cost system, 
regardless of what it is. Write today for complete information and 
enclose samples of your job tickets, 


INDUSTRIAL DIVISION 


CA l C ULA 4 RAP, / | Company 309 Sussex Street, Harrison, N. J. 


(Circle number 107 for more information) 
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second. Transistorized design gives 
instant start with no time lost for 
warm-ups. 

Either the single or double ear- 
piece, Gray says, will not disturb 
the coiffure. 

Your secretary can choose a ma- 
chine finished in one of five colors— 
bronze, russet, dark blue, grey or 
green. 

The price tag on this new full 
voice fidelity transcriber with ear- 
piece and foot control is $299.50. 

For descriptive literature on this 
unit, circle number 210 on the Reader 
Service Card. 


Compact desk unit 
purifies, freshens air 


An unobtrusive air purifier filters 
out smoke and odors, electronically 
provides continuous pure, fresh air. 

Made by Dormeyer Corp., the 
small desk unit also screens out 
pollen, dust and dirt—a boon to 
allergy or sinus sufferers. 





New unit, filters out smoke, dust, pollen, 
and leaves air odor free. 


Ultra violet rays kill germs and 
bacteria. Duo-spun nylon filters 
and ozone bulbs provide office and 
conference areas with country-fresh 
air. 

For more details on this air-freshen- 
ing unit, circle number 255 on the 
Reader Service Card. 


Time saver at vending 
stations or phone booths 


A new multiple change maker, 
with a capacity for $1, 100 in coins, 
has been introduced by Standard 
Change-Makers, Inc. 

Fully automatic, the unit can be 
equipped with any of 56 combina- 
tions to change 50c, 25c, 10c and 
5c coins. 

Called the Change Master, it can 


MANAGEMENT METHODS 











"Before 
we mad 
t ing proc 
; requiren 
two Nat 
Couplers 
that our 
greatly | 

“Beca 
possible 
loads he 


THE NJ 








JANUARY 


ROY HAUGEN, PRO- 
DUCTION -CONTROL 
MANAGER, The AP 
Parts Corporation. 


each year 


“Before installing a new accounting system, 
we made a thorough study of our account- 
ing procedures based upon very exacting 
requirements. Our decision was to install 
two National Class 32’s with Punched Card 
Couplers. Now we are pleased to report 
that our data processing procedures are 
greatly improved. 

“Because of the up-to-date records made 
possible by our National System, peak work 
loads have been reduced to a minimum— 












15,500 PUNCHED CARDS 
MONTHLY provide up-to- 
date sales comparisons. 
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A NATIONAL SYSTEM gives this well-known parts manufacturer immediately acces- 
sible Production Control records and greatly reduces month-end reporting time. 


“Our Clalional System with Punched Card Coupler 
returns 52% on our investment 


|? 


month-end reporting time shortened from 6 
to 2 days. Thanks to the Punched Card 
Couplers, over 15,000 cards are punched 
monthly which give us finished inventory 
and frequency of cancellations by type of 
product. In addition, these cards highlight 
critical items and give us month-to-date sales 
comparisons—a valuable aid to proper fore- 
casting. Our Nationals also permit prompt 
reply to customer inquiries on shipment 
availabilities and quickly denote any need 
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76 YEARS OF HELPING BUSINESS SAVE MONEY 


(Circle number 145 for more information) 


—The AP Parts Corporation, Toledo, Ohio 
“a leading Replacement Muffler Manufacturer” 


for warehouse transfers. 

“The value of our National System can- 
not be overstated. Our National System 
saves us 52% on our investment each year.” 


Mage 


Production-Control Manager, 
The AP Parts Corporation 


sameeren ‘ 7 
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WHICH OF THESE TOP ARTICLES 
DID YOU MISS? 


Many MANAGEMENT METHODS articles—usually the best ones—are re- 


printed to fill special demand. 


Here is a list of available reprints. As long as supplies last, you may 
order copies—in any combination of quantities—at the following rates: 





Any five reprints .......... $2.50 
Up to 10 reprints $4.50 
Up to 15 reprints $6.00 


Up to 20 reprints .............. $7.00 
Up to 25 reprints ............... $7.75 
More than 25 reprints ....25¢ each 





Number 


19. How to size up a man in 16 
minutes 
You haven't got all day to interview 
job applicants. Here are eight ques- 
tions to ask that will give you a 
quick idea as to whether the man 
is right for your firm. 


31. How to make a merger 

At the stroke of a pen, you can 
achieve results through a merger 
that often take months or years to 
accomplish. But it’s how you do it 
that counts. Here’s how to avoid 
the pitfalls and make a merger 
profitable. 


32. How to get profits—not problems— 
from creative people 

Creative people can bring big profits 
—and big problems. Here’s how to 
find the creative people in your 
company, overcome the problems 
they present and steer their creative 
drive. 


33. Selling to schools is highly profit- 
able. 
Here are facts on the buying prac- 
tices and structure of the school 
market—a huge market that’s grow- 
ing fast. 


AND IN THIS ISSUE 


34. How to plan your business trip to 
Europe 
You can mix business with pleasure 
—profitably. Here are facts on how 
to get the most value at least cost 
out of a business trip to Europe. 


35. Air cargo is cheaper than you think 
—right now 
Air cargo’s lowering rates mean 
faster and easier expansion of mar- 
kets. This article tells you how you 
can profit by using air cargo and 
when you cannot. 


36. *How to tackle the problems of 
your personality— and How to 
tackle causes of executive failure 

A two-part article, reprinted in its 
entirety. Here, five management 
psychologists tell you what makes 
an executive tick—his problems and 
how they affect subordinates. 


*Up to five copies of this 24-page 
reprint: $1.00 each; up to 15 copies: 
85¢ each; more than 15 copies: 75¢ 
each. Prices on request for quantities 
over 100. 


Use this coupon to order your reprints. Remittance must accompany orders 


under $6. No stamps please. 




















Please send me the reprints I have indicated at left. If my 
order is for less than $6, I enclose remittance. Otherwise— 


C) bill my company 





























Zone State 





Reprint i 

car, esantitn, Management Magazines, Inc. ; 
Rm. 1A, 22 W. Putnam Ave., Greenwich, Conn. 
[] bill me 
Name 
Title 
Company 
Address 

Total 

ordered:___ City 

Total cost at 

quantity rates: 
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Number of employees in your company 











be wall or stand mounted conve- 
nient to vending machines, pay tele- 
phones or other coin operated 
equipment. 

For more details on this coin 
changer, circle number 244 on the 
Readers Service Card. 


RECORDKEEPING 





Electric rotary file speeds 
high volume record location 


Instant access to any one of 200,- 
000 cards is possible with the new 
Selectronic rotary record file, just 
introduced by Mosler Safe Co. 

Direction of rotation of the trays 
is simply guided by a selector key- 
board, bringing the desired card to 
the operator in less than three sec- 
onds. 

The unit is designed to house any 
size cards. Trays to hold records of 
varying sizes may be used simulta- 
neously. 

The space-saving rotary file takes 


r 





Records are spread in easy-to-see 
position for quick guide location. 


only 84% by 39% inches of floor 
space. It includes a shelf for a post- 
ing machine or typewriter and an 
operator’s locker for personal stor- 
age. 

A capacitor-start motor powers 
both the driving and braking mech- 
anisms. In case of power failure, the 
file can be operated manually. 

For more details on the Mosler Selec- 
tronic file, circle number 209 on the 
Reader Service Card. 


TIME SAVER 


How to shift your reading 
into high gear 


One way to save time is to step up 
the speed and absorption skill of 
your daily reading. 

A simple device has been de- 
signed to help you do just that. 
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Called the Phrase-O-Scope, it is 
part of a kit being marketed by 
Better Reading Program, Inc., Chi- 
cago 11. 

A guide book, practice slides and 
easy-to-take reading tests are all de- 
signed to increase your reading 
rate and idea assimilation. 

For instance, a group of 60 key 
people of the Hotpoint Co. who 
tried this do-it-yourself system in- 
creased their average reading speed 
from 277 to 630 words a minute. 
Even the fastest readers doubled 
their previous speed and also 
showed gains in comprehension 
and memory. 

The Rapid Reading Kit, complete 
with Phrase-O-Scope, 39 practice 
slides, a 120-page Reading Skills 
booklet, and a 12-page High Gear 
Reading guide is priced at $12.95. 

For more details on this aid to 
quicker reading, circle number 206 on 
the Reader Service Card. 


DATA PROCESSING 





Tab punch is low cost answer 
to up-to-minute market data 


To make profitable marketing 
decisions, sales and advertising 
management needs fresh and com- 
plete marketing data. 

At McGill Manufacturing Co., 
Valparaiso, Ind., the heavy burden 
of sales calculations resulted in de- 
layed reports, too limited in scope 
for maximum value. 

This block to effective marketing 
decisions existed until McGill auto- 
mated its sales statistics compila- 
tion and classification. With adop- 
tion of a Royal McBee Keysort 
tabulating punch system, compre- 
hensive marketing data is continu- 
ously on tap for management’s use. 

Here's how the system functions: 





Coded sales data on Keysort cards is 
totaled on tape by tab punch. 
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Sales quantities and dollar amounts 
are code-punched by a Keysort tab 
unit into the body of the original 
records maintained on Keysort 
marginal punched cards. This im- 
portant step is a by-product in es- 
tablishing acounting controls. 
Definitive classification of these 
Keysort cards is simple and quick. 
Complete details—customer, prod- 
uct, salesmen, territory, etc. — are 
code-matched by specific categor- 
ies. Sorting is easily done by insert- 
ing a stylus into the cards and 
lifting the rod. Thus, only cards 
with identical notches are isolated. 


Data on each customer order is 
entered daily on Keysort cards. 
Each month, or whenever needed, 
sales reports are compiled which 
reflect activity by such categories 
as industry, distributor, sales classi- 
fication and size bearing, with val- 
ues totaled by tabulating punch. 

Since the Keysort tab punch was 
installed, Market Researcher John 
Casey reports, “we are now able to 
determine exactly at any time how 
our market is made up. Then by 
using industry census statistics and 
forecasts, we can estimate and cul- 
tivate our sales potentials.” 











MODEL 15C-22 


CALL YOUR 
CRAMER DEALER 


“YES SIR! 


we all need new chairs... 


-LINE 


1500 SERIES 


*“You’d be amazed how much more 


work I could turn out if I had a 
new Cramer chair. But you need 
one, too, boss, and so do your 


visitors—especially for those long 
conferences! Cramer chairs for us 


have finger-tip controls that adjust 
to fit anybody! And the side chairs 
have ‘Wall Saver’ rear legs. 

Cost? Lowest you’ll find anywhere 
for comparable quality! And I'll 
make you a bet .. . they’ll pay for 
themselves in better work.” 






POSTURE CHAIR CO., INC, 


625 Adams, Dept. MM-1, Kansas City 5, Kansas 


(Circle number 109 for more information) 
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How to turn complaints 
into extra sales 


by Ted Pollock 


ques They can take any 
of a hundred forms: “rHIs BILL Is 
OUTRAGEOUS. “Your service is ter- 
rible.” “DELIVERIES ARE 
LATE.” “The last one I bought 
broke down.” “Your company 
doesn’t keep its promises.” 

Every salesman in your company 
runs into complaints like these. 
And, depending on his ability to 
handle them, such complaints can 
be shattering, frustrating, costly 
experiences—or positively priceless 
opportunities to sew up a cCus- 
tomer’s allegiance and business. 

Which they shall be, say the 
men who have learned to turn 
them to advantage, is largely de- 


termined by four factors—the sales- 
man’s: 
® Attitude and approach. 
™ Capacity for “discovering the 
villain.” 
® Ability to find solutions. 
® Knack for cashing in on com- 
plaints. 

In that order. 


Attitude and approach 


“The real McCoy salesman sees 
a complaint for what it really is,” 
says Ralph Shamah, district sales 
manager for A. Schreter & Sons 
Co., men’s wear manufacturers, 
“—a chance to be of service to a 
customer when that service is most 


GALLERY OF IRATE CUSTOMERS 
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wanted, a golden opportunity to 
prove to a buyer that his problem 
is the salesman’s problem. 

“But you can’t expect a customer 
to believe you care unless you show 
him that you do. This means, first 
of all, taking the complaint seri- 
ously. 

“Whether your customer thinks 
youre giving him the evil eye or 
grumbles about defective merchan- 
dise is immaterial. The point is, 
as far as he’s concerned, he has a 
legitimate beef. Minimize it in any 
way and you immediately com- 
pound his grievance because you 
are, in effect, challenging his judg- 
ment. 
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Complaints from customers often are sales leads with 


reverse English. At least a good salesman can make them 


so. With training and practice, your salesforce can learn 


to field complaints in a profitably positive manner. 


The ideas given here show how. 


“Besides, a man with a gripe is in 
no mood to be reasonable. Not at 
first, anyway. Above all, he craves 
an audience, someone to whom he 
can pour out his tale of woe. There- 
fore, the smart salesman makes it 
a point, at the first hint of trouble, 
to get to his customer. 

“If it isn’t possible to put in a 
personal appearance, call him up. 
But get there. It’s the very best 
way to show a man how highly you 
value his business. 

“Once there, listen. Look inter- 
ested. Display concern. Get all 
the facts. Don’t speak until you're 
certain that he has nothing more 
to say. A talked-out customer is 
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the easiest one with which to deal. 

“Then summarize, in your own 
words, his net valid complaint. 
This serves two purposes: it dis- 
arms the complainer by showing 
him how closely you have followed 
what he’s been saying. And it helps 
you keep his points straight in your 
own mind.” 

Adds a salesman for a fuel dis- 
tributor: “Next to letting off steam, 
what. the disgruntled customer 
wants most is satisfaction. If his 
complaint is justified, be quick to 
admit it—but be sure to explain why 
things went wrong and why a re- 
currence is all but impossible. 
Otherwise, your assurance that ‘It 


‘won't happen again’ may sound 


like a hollow promise.” 

The sales training director of a 
paper products company has found 
the phrase, “Now that we know 
the problem...” followed by a 
specific remedy for the complaint, 
can be a most valuable goodwill 
winner. 

In his own words: “A customer 
who raises Cain frequently feels a 
little sheepish after wading into a 
salesman. ‘Now that we know 
helps him save face. It’s a way of 
thanking him for pointing out an 
error or shortcoming. At the same 
time, it’s a promise—that any future 
complaints will receive the same 
prompt attention. For a_ short 
phrase it does a whale of a job.” 


Welcome complaints 


Summing up, David Colen, pres- 
ident, Fotomart Inc., photographic 
supplies wholesalers, advises: “Wel- 
come complaints as voluntary tip- 


offs to what you can do to cement 
relations with your customers. It’s 
the man with the silently nursed 
dissatisfaction who should worry 
you, for youll never know how you 
can be of maximum service to him. 
The most skillful doctor in the 
world can’t treat a patient who re- 
fuses to say where it hurts.” 


“Discover the villain” 


Accerding to Walter Hardy, vice- 
president in charge of sales, Radio 
Division, North American Philips 
Co., the biggest mistake a sales- 
man can make in handling a com- 
plaint is to pin the blame on “some- 
one in the front office.” 

“Avoid that approach like the 
plague!” he warns. “Passing the 
buck can only arouse suspicion, as 
if the salesman were saying, ‘It’s 
not my fault, but I'll help you any- 
way. Rather than dig up excuses, 
ask your customer, “What hap- 
pened?’ That way, you boil the 
whole issue down to what went 
wrong rather than who is to blame. 
You ally yourself with him in a 
search for the common enemy—the 
cause of his complaint. When you 
find it, get rid of it.” 

Sometimes, the grievance is 
based on error. When that’s the 
case, a calm review of the circum- 
stances may divulge the culprit. 

The chief adjuster for a large 
metropolitan department store cites 
the lady who bought several cop- 
per-bottomed cooking utensils, only 
to call back in a few days with fire 
in her eyes. 

“She complained that the copper 
had ‘burned off after a few days’ 
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4a ” 
WHEN YOU MUST SAY NO 


- 


Not every complaint can be adjusted to the customer's complete 
satisfaction. When he wants more than you can give him, try this four- 


step approach: 


® Explain why you cannot do what he asks. 
® If possible, draw a parallel with his own line of business. 


® Be firm but pleasant. 


® Hammer away at the benefits of your product or service. 


cooking,” he recalls. “When we 
asked her whether she had tried 
polishing the utensils, it turned out 
that the salesman who originally 
sold them to her neglected to ex- 
plain how to care for them. When 
we showed her how, she was satis- 
fied—and bought some polish to 
boot. Of course, if the salesman 
had done his job properly in the 
first place, that complaint would 
never have been filed. But a 
little detective work uncovered the 
reason—and suggested the remedy 
—for it.” 

While all complaints are not so 
easily settled, many do fall under 
certain broad categories. Next time 
your salesmen find themselves fac- 
ing a complaint, suggest that they 
consider these possibilities as the 
cause. This could save a lot of 
sound and fury: 


= Improper use of product service. 

Even the simplest gadget in the 
world that is used incorrectly won't 
operate effectively or measure up 
to the claims of the manufacturer. 
The soap recommended by a wash- 
ing machine manufacturer, for ex- 
ample, will obviously do a better 
job of washing clothes in his ma- 
chine than the soap that the cus- 
tomer chooses indiscriminately. The 
advertisement written for a trade 
audience won't have the same kind 
of impact on the consumer public. 
The truck built to carry a 10-ton 
load may well buckle under a 15- 
ton burden. 

Check on your customer’s han- 
dling of your product or service. 
The villain could be simple misuse. 


= Improper diagnosis. 
A buyer complains about a ma- 
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chine’s sputtering performance. The 
salesman investigates and finds— 
faulty wiring. An irate customer 
descends on a retailer because of 
spotty reception on his new TV 
set. The culprit? A diathermy ma- 
chine in a nearby hospital. 

Sometimes an outside factor, one 
you have nothing to do with, is 
the cause of the complaint. Find 
it if you can—and make a friend. 
® Misunderstanding. 

Many complaints are based on 
lack of information. The man who 
doesn't get a discount because he 
pays in six weeks instead of 30 
days ... the customer whose policy 
has lapsed . . . the buyer who mis- 
reads your guarantee—each bases 
his complaint on a different frame 
of reference from you. 

Such “emotional static” can lead 
to a verbal free-for-all. A few well 
placed questions and some patient 
answers can clear the air. 

But suppose the customer’s com- 
plaint is justified? What then? 


Finding solutions 


The main reason for investigating 
a complaint is to undo some kind 
of damage—to profits, products or 
peace of mind. 

Easier said than done? 

Of course! But well within the 
salesman’s power — providing he 
learns how to find solutions that 
are mutually acceptable to his cus- 
tomer and company. 

The salesman’s first step toward 
finding such solutions is to familiar- 
ize himself with his company’s 
facilities and adjustment policies. 
Precisely what guarantees does it 
offer? Who is responsible for de- 
liveries . . . maintenance .. . bill- 


ing? How soon can parts be 
replaced? What departments are 
especially geared to help customers 
with offbeat problems? Where is 
your nearest warehouse? How far 
does his own authority to make 
adjustments extend? 

The answers to such questions 
will automatically set limits to the 
kind of redress he can offer—but 
the result will be proposals that 
he knows you can live up to. 

Once you know what you can do 
for your customer, tell him—pre- 
cisely, concretely, honestly. If you 
cannot give him an immediate an- 
swer, tell him you will take it up 
with your firm and give him the 
answer within a few days. When- 
ever possible, give him just a little 
more than he expects or demands 
by way of allowance or replace- 
ment. 

For example, if your customer's 
demands are unfair—but not costly 
—make no charge for repairs or 
service. If his complaint is filed 
three days after the expiration of a 
90-day guarantee, honor it—if you 
can. In short, don’t win the argu- 
ment and lose the customer. 

The second step toward finding 
mutually acceptable solutions is to 
ask your customer, after telling him 
what you will do to rectify the 
error, “Is that acceptable to you?” 
Encourage his comments on the 
justice of your plan, for such en- 
couragement pays a double divi- 
dend. It indicates your confidence 
in the fairness of the proposal and 
it proves that your only interest is 
his total satisfaction. 

“If you, your company or mer- 
chandise are at fault, settle the 
complaint on the spot,” says a re- 
tail specialist for a large appliance 
manufacturer. “People are gener- 
ally reasonable. What they want— 
and have a right to expect—is fair 
play. Erase the cause of a com- 
plaint and, in nine cases out of 10, 





Copyright 1959 Ted Pollock 


As a business writer, Ted Pollock has 
interviewed hundreds of salesmen and 
their managers on scores of subjects. 
He is a contributing editor of The 
American Salesman and holds a Ph.D. 
from Columbia University. 
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NCR PAPER offers all 
no carbon/required these time and money 
saving advantages ..- 


@ SHARP, CLEAN COPIES—NCR 
Paper provides as many legible 
copies as needed. 

@ SMEAR RESISTANCE—Every copy 


is clear and will not smear. ° 
SOIL FREE—No smudged or 
soiled hands or clothing. 


@ FAST, EASY HANDLING—NO 


CARBONS to handle means more 
time for employees to attend 
to other duties. 


@ Adaptability to all types of 
processing—NCR Paper is 


ideal for forms that will be 
| handwritten, typewritten or 
S machine-printed. 
2 


INHERENT SAFETY FACTOR—NCR 
NCR PAPER assures clean, permanent Paper can be erased but NOT 


copies for all types of business forms! without detection. 





Contact your local printer or forms supplier for a demonstra- 
tion of NCR Paper. Its time- and money-saving advantages 
will amaze you. 
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Follow the Leaders to 
Tampa’s Industrial Park... 


| 





Atw ] | 7 el ue 


\s\ 


in the Southeast Coastal 6! 


Expanding? Relocating? Take a tip from the eight 
| diversified companies which have settled or will settle in 
if Florida at the 1,026-acre Tampa Industrial Park. 


Join them and share the advantages of this planned- 
for-industry spot in the profit-producing Coastal 6. Over 
500 acres still remain for your selection. City water avail- 
able at site. Lead rail tracks already installed; spurs will 
be placed where you want them. Congenial community; 
estimated 5,000 workers available. Ideal climate .. . re- 
laxed “patio” living and outdoor sports year around. 


Worth investigating? You bet! Details on this and 
other Coastal 6 sites are yours on request. Just write, 
wire or phone. Our industrial development 
specialists will give you the facts you want 
in a hurry. All inquiries held confidential. 


























Direct Inquiries tos 


R. P. JOBB 
Assistant Vice-President 
Department M-10 
Atlantic Coast Line Railroad 
Wilmington, N. C. 


ATLANTIC 


COAST LINE 


RAILROAD 
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Complaints 
(Continued from page 58) 


you will hear no more about it. But 
it’s a good idea to take the initiative 
later and check back on the situa- 
tion.” 


Cash in on complaints 

It is one thing to “take care” of 
a complaint, quite another to turn 
it into what every salesman craves 
—extra sales. 

Yet, it’s done every day, in a 


wide variety of ways. Here are 
the most important ways: 
1. Self-improvement. In_ those 


cases where the salesman is per- 
sonally at fault, a complaint can be 
a blessing in disguise. For exam- 
ple, if investigation shows that 
product performance is poor be- 
case the salesman neglected to 
explain its operation clearly, he can 
take steps to sharpen future demon- 
strations. If the difficulty centers 
about lack of service, he can re- 
assess—and improve —his current 
methods of keeping in touch with 
customers. Even if a personality 
quirk is alienating customers, he 
can work on eliminating the cause 
of the friction. The important thing 
is to learn to look on every form of 
criticism—spelled out or implied— 
as a springboard to better per- 
formance. 

2. Company feedback. “I get 
some of my best ideas from com- 
plaints,” reports an office furniture 
salesman. “For instance, a customer 
once lodged a protest with me over 
the construction of our desks—the 
way they were built, a lot of un- 
sightly wires hung over one side. 
I wrote up the complaint and 
passed it along to our production 
people. The result was the addi- 
tion of interior conduits that kept 
telephone and other wires out of 
the way. That feature turned into 
one of my most potent selling 
points.” If your customer's gripe 
is legitimate, examine the possibili- 
ties of eliminating its cause by 


| bringing it to the attention of your 
| own company. Anything you can 


do to improve your firm’s product 
or service is bound to improve your 
over-all sales. 

3. Your other customers. Some 
time ago, the Electrolux Corp. re- 
ceived several complaints about the 
malfunctioning of a certain part of 
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a new vacuum cleaner. Tests indi- 
cated that there was something 
wrong with it. Rather than hope for 
the best and attending to com- 
plaints as they came in, the com- 
pany replaced the part on some 
50,000 machines already in use. 
The result: 50,000 customers might- 
ily impressed by Electrolux’s desire 
to keep them happy. 

The moral? Customer A’s com- 
plaint could be an anticipation of 
customer B’s, C’s and D’s. After 
attending to A, why not hurry over 
to the others and show yourself 
off as a voluntary trouble-shooter? 
Neat. Impressive. 

4, When youre innocent. Here's 
a chance to win the gratitude of 
your toughest customer. Even if 
his problem has nothing to do with 
your product or service—help him 
solve it. There is no better way to 
clinch a business relationship than 
to prove yourself a friend in need. 

Have another customer who 
solved the dilemma? Find out how 
he did it—and pass along the in- 
formation. Can any of your com- 
pany’ experts come to the rescue 
of a customer? Get their help. 
Know how your customer can re- 
duce his inventory . . . save money 
... be more efficient? Tell him. 

The salesman who snaps into 
action when his customer bellows 
loud and clear is not one-tenth as 
rare as the one who takes his cue 
from a casually mentioned problem. 

5. Complaints about the compe- 
tition. Not all the gripes you hear 
will refer to your product. Some at 
least will be leveled at your com- 
petitors. Take them for what they're 
worth—million dollar tips that can 
be put to work for you. Not for 
knocking the competition—but as 
a clue to how you can make your 
product more desirable than ever 
to customers and prospects. 

6. Future reference. Once you 
have a disgruntled customer, you 
also have his pet peeve out in the 
open. You know precisely what 
irks him most. What a bonanza! 
From that moment on, you can see 
to it that the circumstances that 
brought on his complaint are never 
allowed to build up again. Given 
enough complaints, a dedicated 
salesman ought to be able to turn 
himself into the perfect salesmen— 
so sensitive to customers’ needs he 
knows them before they do. ® 
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for addressing labels, tags and cartons 


You can 


speed up your shipments 
with fewer people and 
eliminate costly errors 


THE ANSWER—improve your method of addressing 
shipments. Remember, nothing gets shipped until its 
been addressed. Old-fashioned labeling and stenciling 
methods can seriously delay shipments and waste 
precious time and labor. You can have the best planned 
order-filling system and the latest material handling 
equipment and never get your product off the shipping 
dock. The real key to an efficient, smooth rolling 
shipping operation is a modern system for addressing 
your shipments. 


FIRST STEP—Send for this new comprehensive booklet 
*‘How to streamline your shipment addressing for speed 
and economy,” describing 7 modern systems now being 
used by leading companies in every industry for fast, 
efficient addressing of labels, tags and cartons. All Weber 
systems comply with Freight Classification Marking Rule 6 
and are carrier approved. 


HIGHLIGHTS OF THIS NEW ILLUSTRATED BOOKLET 


® The latest direct-to-carton stenciling 


e How to evaluate the effici 
rie 1e efficiency of your 


shipment addressing operation 


* Modern systems for addressing labels 
and tags 


e The key to a better shipping operation 

¢ Integrated shipment addressing, the 
newest trend in office systems 

2S OE US Re es 
WEBER MARKING SYSTEMS, INC., Dept. 19-A 
Weber Industrial Park, Mount Prospect, Illinois 


Please mail me a free copy Of “How to streamline your e 
shipment addressing for speed and economy.” 











Name Position g 

MARKING SYSTEMS i 
Sales and Service in apa a t j 

all principal cities hdres ‘ 

«| = LOTR, UU an sushinds 7 


ee | 
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Model 15-F 
Secretarial Chair 


$9995 


($31.95 in Zone 2)* 


Comfort at every turn 


@ Happy is the secretary who works in the comfort of this popular 
Cosco secretarial chair! Just four simple adjustments, made with- 
out tools in less than two minutes, mold it to her individual pro- 
portions. Foam-rubber cushioned saddle-shaped seat. Adjustable 
backrest that curves two ways. All-steel construction, one-piece 
drawn base and rugged upholstery guarantee long service. Trim, 
compatible styling enhances modern office settings. Wide selection 
of decorator fabrics and finishes. A value buy, too, for large instal- 
lations. (Model 15-S available with spring-action backrest.) Dis- 
cover how this and other Cosco chairs can help your office per- 
sonnel feel better and work better. Phone your Cosco dealer now! 


HAMILTON COSCO, INC., Dept. MM-16, COLUMBUS, INDIANA 





A—Model 18-TA Executive 
Chair, $49.95 ($52.45)* 


B—Model 18-T Jr. Executive 
Chair, $44.95 ($47.45)* 


AEA 


C©—Model 23-L General Chair, 
$15.95 ($17.95)* 


OFFICE-FASHIONED SEATING 


O—Comparable values in set- 
tees, sofas, chairs, tables. = 
} 


* (Zone 2: Texas and 11 western states) om. 
A 


(Circle number 116 for more information) 





62 








Find your Cosco dealer under Office Furniture in yellow pages of phone book. 








Business 
electronics 


writes human language 


A New computer reads, 


An electronic computer system, 
first of its kind, reads information 
directly from checks, deposit slips 
and other accounting records of 
various sizes and thickness, proc- 
esses the data, computes, selects 
and posts the results directly on 
individual account records. 

Named the Visible Record Com- 
puter by Burroughs Corp., the sys- 
tem utilizes Magnetic Ink Character 





Four compact units comprise Visible 
Record Computer — sorter, computer 
cabinet, processor, control console. 


Recognition — common language 
that can be read both by electronics 
and the human eye. 

The system may use up to 12 tape 
readers, allowing more than 2,500 
program instructions at any one 
time. It is capable of performing 
4,000 arithmetical functions per 
minute. As a by-product, the com- 
puter will provide accounting and 
statistical data needed for manage- 
ment decisions. 

A wide-line printer with 160 print 
positions is used to up-date ledgers 
and prepare other visual records. 








No air conditioning, humidity 
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controls or specially built rooms are 
required to house the Visible Rec- 
ord system. Miniaturization makes 
the entire system extremely com- 
pact. 

The Burroughs B251 is priced at 
$217,400 and carries a $3,975 month- 
ly rental charge. 

Circle number 202 on the Reader 
Service Card for complete data on this 
common language computer. 


(F New computer rental plan 
without overtime charges 


Now you can hire electronic 
brains to suit your own time sched- 
ule with the new “176-hour leasing 
plan,” offered by the Datamatic 
Division of Minneapolis-Honeywell. 

Instead of the usual eight-hours- 
daily rental, this plan provides any 
176 hours use during a month of a 
Honeywell 800 electronic computer. 

Quite often data processing, such 
as billing and payroll, in the average 
company hits peak loads at the end 
of the month—requiring computer 
use for more than eight hours in any 
given day. 

With the new 176-hour flexible 
schedule, computer leasing costs 
will drop sharply by the elimination 
of overtime charges incurred under 
the conventional rental plan. 

For more details on this computer 
leasing service, circle number 201 on 
Reader Service Card. 


New high speed film reader 
| has automatic digitizing 


A semi-automatic film reader with 
an automatic electronic digitizing 
unit accurately measures distances 
along two axes on 16mm to 70mm 
sprocketed film. 

Developed by Data Instruments 
Division, Telecomputing Corp., the 
Dilog 510 displays a magnified im- 
age of the ulm being measured. The 


All controls on new digitizing film 
reader are within arm’s reach. 
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ACCO HELPS YOU 


Keeps papers spillproof, secure, in place. Saves 


2 


re-filing. Speeds finding. Ends “missing paper’ 
panic.Durable, genuine pressboard folders are 
trim, firm, sag-proof. Save finding time—and 
drawer space. Fast transfers—old file slides out, 
new fastener slides in! 


ASK FOR ACCO’s new booklet 
“IdeasThat SaveTime and Space” 
—available free at office outfitters. 


Or write: ACCO PRODUCTS, 
A Division of Natser Corporation, Ogdensburg, N.Y.- In Canada: Acco Canadian Co., Ltd., Toranta, 


GENUINE PRESSBOARD FOLDERS 


@ ttGo. 1 
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digitizer counts and stores the meas- 
urement pulses generated by the 
reader. 

These accumulated counts are 
displayed visually or may be read 
out on an electric typewriter, 
punched cards, perforated tape or 
x-y plotter. 

Its counting rate is 20,000 a sec- 
ond with a maximum capacity of 
100,000 counts along each axis. 

Card punching speed of the Dilog 
is 50 cards a minute. It can type up 
to 600 characters per minute or pro- 
vide 20 columns a second of punched 
tape with optional output equip- 


ment. The optical system provides 
the operator with a resolution of up 
to 60 lines per millimeter. 

For more technical details on this 
high speed digitizing film reader, circle 
number 211 on the Reader Service 
Card. 


i$} Mobile computer serves 
Mm many applications 


Flexibility of input-output makes 
the new RPC-4000 adaptable for 
both engineering and business data 
processing. 

Being marketed by Royal McBee 








MIDWEST 
SEMINAR 














* Here's how to 


JACK2 YUP 


tL! your office know-how | 











attend 


N\ 











17™ annual 


CHICAGO SEMINAR 
and BUSINESS SHOW 


CONRAD HILTON HOTEL e@ CHICAGO, ILLINOIS 
FEBRUARY 29TH THRU MARCH 389 1960 


Clip and mail to OMAC, M-1 


Dept. MM 1-60 Office 











Management Assn. of Nome 

Chicago, 105 West 

Madison St., Chicago 2, Address 

Iilinois. City State 
Please send me details of 

the Chicago Seminar and Company 


Business Show. 
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Corp., the digital computer is fully 
transistorized. First deliveries are 
expected next July. The computer, 
complete with tape typewriter sys- 
tem, has a price ticket of $87,500 
or a monthly rental of $1,750. 

The computing system is capable 
of operating on nine-digit numbers 
at rates up to 240,000 operations 
per minute. It has a versatile com- 
mand list—42 in all. Memory has 
storage capacity of 8,008 words. 

Basic reader speed is 60 charac- 
ters per second and basic punch 
speed is 30 characters a second. 

The compact, mobile RPC-4000 





Tape-typewriter serves as one of input- 
output mechanisms for new transistor- 
ized computer. 


draws less than 10 amperes from a 
standard 110-volt line. This allows 
a considerable amount of peri- 
pheral and test equipment to be 
connected to the basic system to 
a standard 20-ampere line. Weight 
of the new system is well under 
1,000 pounds. 

For more technical details on this 
Royal computer, circle number 260 on 
the Reader Service Card. 


Alphanumeric typewriter 
speeds computer output 


Bendix Computer Division has 
introduced a new alphanumeric 
typewriter for use with its G-15 
digital computer. 

Each character and symbol on the 
typewriter has its own code for di- 
rect input, output and control of the 
computer. 

The operator simply types what 
she sees on the keyboard—just as in 
normal typing. Thus data processing 
is speeded up since there are no 
confusing two-number codes or 
time consuming sub-routines. The 
typewriter converts the data to 
computer language automatically. 

For descriptive literature, circle 
number 216 on Reader Service Card. 
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The Money Machine”. 





MONBOE 


...in which it expands a rental business for a car dealer 





“Our Monroe Accounting Machine saved us $6,724 during its first year. *That’s what you'll call your Monroe Ac- 
We used that money to enlarge our new leasing subsidiary, Carnegie Auto § counting Machine; because it saves money by 
Rental Company,” says Stanley Meisel, President of Meiselgate, car sales lowering your accounting costs...makes money 
and service agency of Cleveland, Ohio. “And our Monroe saved us even _ by freeing capital for your business to grow on. 
more when it took over the extra bookkeeping of the new rental company 


without extra clerical help.” i-----FREE CASE HISTORIES-----; 


! I > 

Meiselgate paid $1,195 for their Monroe Accounting Machine but received learn the facts ebout how Monres Making | ~ 

a 500% profit through lower accounting costs. This money, invested in | Accounting earned companies more money to | ~ 

expansion, will greatly increase their long-range profits and growth. oe ee ) ‘ 
: , 

: : ‘ i Accounting Machine Dept. 12 ; ~ 
Join the hundreds of companies who have cut accounting | Menrce Caleviating Machine Company ; ~ 
costs... saved money to grow om... with Monroe Machine Orange, New Jersey i ~ 
Accounting. As little as $750 buys it. ee ~ 

See the MAN from MONR E 
| for CALCULATING 
(A ADDING - ACCOUNTING 
A DIVISION OF LITTON INDUSTRIES DATA PROCESSING MACHINES 


Monroe Calculating Machine Company, Inc., Sales and service in principal cities everywhere. General offices, Orange, N.J., 
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William H. Donaldson, left, Upjohn’s assistant chief accountant in charge of 
data processing, points out to Ray T. Parfet Jr., center, vice-president, the 


thanks to automatic XEROGRAPHY... 


high quality and contrast of a reduced-size xerographic copy of an original 
sales report held by Edward C. Ritsema, head of the duplicating department. 


Upjohn Saves 8 Days a Month on Sales Reports to Field 


The Upjohn Company, one of the 
country’s leading pharmaceutical man- 
ufacturers, mails a sales analysis report 
to each of its salesmen monthly. Copies 
of the report are also sent to members 
of the company’s sales management. 
Five or six copies of each report may be 
needed, a monthly total of approxi- 
mately 17,000. 


PUSH 
THE BUTTON... 


and copies flow! 
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The original reports are made up on 
a data-processing printer from the 50,- 
000 tabulating cards air-expressed daily 
to Kalamazoo by the company’s 18 
branch sales offices. At the close of each 
month, every effort is made to get these 
reports reproduced and in the hands 
of the salesmen as quickly as possible. 

Before Upjohn installed a XeroX® 
Copyflo® 11 continuous printer, it re- 
quired an average of three or four 
hours by conventional copying methods 
for Upjohn’s reproduction department 
to turn out the necessary copies for just 
one of the company’s 18 branches. 

Today, all is different, thanks to 
automatic xerography. Now, the same 
work is done in 14 minutes, and 
monthly sales reports are reaching the 
field six to eight days sooner than ever 
before. 

Wherever low-cost, volume copying 
is the need, as at Upjohn, look first to 
automatic xerography for the happy 
solution. XeroX Copyflo continuous 


(Circle number 115 for more information) 


printers turn out dry, positive prints, 
ready for immediate use, at the rate of 
20 linear feet a minute—an 8¥2"x11” 
print in less than three seconds. The 
printers also prepare inexpensive offset 
paper masters and vellum intermedi- 
ates for use on offset and diazo-type 
duplicators, respectively. 

Copyflo printers enlarge, reduce, or 
copy size to size. They offer the fastest, 
most flexible, most inexpensive way to 
get copies precisely like the original 
from microfilm or opaque documents. 

Write for booklet X-287 for full 
details. HALomi Xerox Inc., 60-186X 
Haloid St., Rochester 3, N. Y. Branches 
in principal U. S. and Canadian cities. 
Overseas: Rank-Xerox Ltd., London. 


HALOID 
XEROX 
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WHERE HE WORKS 


This president’s office 
expresses his personality 


Alfred S. Glossbrenner 
President 


ric 
‘eal: 


Youngstown Sheet & Tube Co. 


Youngstown, Ohio 
f a} > 


The General Fireproofing Co. 


ewes An orderly air per- 
vades the office of Alfred S. Gloss- 
brenner, president of Youngstown 
Sheet & Tube Co. It is subdued in 
tone—definitely dignified. 

Unpretentious in decor, the room 
echoes a cordial, down-to-earth per- 
sonality. 

The geometric pattern present in 
all the furnishings reflects President 
Glossbrenner’s solid, systematic Ger- 
man background. 

Clean-cut, graceful styling of the 
Italic desk is repeated in the lounge 
chairs. An unobtrusive credenza 
with sliding doors blends into warm 
walnut paneling of the walls. 

An unexpected note of luxury: 
distinctive oriental rugs scattered 
over beige wall-to-wall carpeting. & 





Precisely styled decor expresses this president’s love of order and simplicity. 
Colorful oriental rugs add homey air to an otherwise workmanlike office. 
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; SPACE 


, ENGINEERED 
iy CALENDARS 


Naar nin 


Complete Line of Desk Calendars 
models for every business office need 
Order from your Stationery Supplier 
or direct. Write for catalogs 


The Standard of 
That Work For You the Stationery World 
Keith Clark, Inc. Defiance Calendar 


1451 Broadway Co., Inc. 
New York 36, N.Y. 1451 Broadway 


‘ a New York 36, N. Y. 
Phone: LA 4-4895 Phone: LO 3-2336 





The Calendars 
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ONCE UPON A WALL 


-N0W One 


Portable—in 4 colors: 


Right in step with modern | Blue 
offices the Boston Cham- | Green 


ewe Portable Pencil | Sandtone 
arpener saves time... Gra 
builde efficiency. z 
Order today from your | fam 
local stationer. = 





| C. HOWARD HUNT PEN CO., CAMDEN 1, N.J. 
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How to plan your business trip to Europe 


(Continued from page 32) 


Europeans don’t drink hard liquor. 
Share their regional wines—of which 
they are justly proud—and you'll be 
discovering new pleasures. You can 
always get back to the bourbon (and 
ice, which is hard to come by) at 
home. 

® Don't compare everything you 
see, hear, or taste with its U.S. 
counterpart. Ours is probably big- 
ger—whatever it is—but Europeans 
are more interested in quality. Be- 
sides, in the past few years they’ve 
come up with so many products and 
designs that compare all too favor- 
ably with ours, that for us to brag 


WHAT ISA 
BUSINESS TRIP? 


The Internal Revenue Service of- 
fers the following advice: 


“You must demonstrate that the 
primary purpose of this trip is 
business. 


“In general, the rule of thumb 
of the Internal Revenue Service is 
that you follow practices and pro- 
cedures that would be carried out 
by any prudent individual in the 
same business and under similar 
circumstances and that they be ° 
necessary and reasonable in na- 
ture and amount.” 


The foregoing is based on Section 
162 of the Internal Revenue Code. 


is not only boorish, it’s downright 
dangerous. 

® Avoid controversial discussions of 
a European’s national politics—past, 
present and future. 

® Dont try to impose your meth- 
ods, however superior, on the un- 
willing European. If he doesn’t see 
that higher volume will reduce his 
unit prices (to many Continentals it 
still costs more to make more ) you'll 
have to prove your points logically, 
unemotionally, and patiently. 

= Be prepared for slower decision 
making. Chances are that often only 
the top man in many companies can 
rule on questions which a staff man 
might handle here. Another consid- 
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eration: many Europeans have to 
submit to a lot more governmental 
red tape than we. Allow time. 

® Be prepared to accept minor an- 
noyances good humoredly. Making 
a local phone call can be something 
of a project, and a long-distance one 
is positively an adventure. Trains 
don’t all run on time, and the con- 
cierge may not mail your letters for 
a day or two (don’t leave them with 
him, in the first place). It is all part 
of local color. 

® While most European firms which 
deal with Americans have some staff 
member who speaks English, it is 
English English. Don’t confuse them 
by using American slang. 

® Check the business hours and 
holiday of each country you plan to 
visit. This information is available 
in the travel literature. Generally 
speaking, the European office opens 
earlier than ours (around 8:30) 
and takes a longer lunch break. In 
Greece lunch is from 1:00 to 4:00 
p-m.; in southern Italy it’s 1:30 to 
4:30 (only 1:00 to 3:00 north of 
Rome); and in France it’s 12:00 to 
2:00 p.m. In these countries business 
continues until 7:00 p.m. and dinner 
is at 8:00 or 8:30. 

In Scandinavia lunch isn’t so long; 
the day starts early and ends early 
(at 4:00 p.m. in the winter in Nor- 
way, and 3:00 p.m. in summer ). The 
working day in Yugoslavia is 7:00 
a.m. to 2:00 p.m., although business 
meetings are regularly held in the 
afternoons. 

Holidays also vary from country 
to country. A few generally observed 
holidays which we don’t have here 
are: long Easter weekend including 
Good Friday and Easter Monday; 
Whit Monday (June 6); Decem- 
ber 26 as well as Christmas Day; 
Epiphany (January 6); Assumption 
Day (August 15); Ascension Day 
(May 26); Apostles Peter and Paul 
(June 29); Corpus Christi (June 
16); All Saints Day (November 1), 
and Midsummer Day (May 1)—in 
addition to local saints days and 
national patriotic holidays. 
™Don't plan too tight a schedule. 
Youll make new contacts as you 
go along, run into new situations. 
That's one of the reasons why you're 
going abroad. Allow extra time for 


the unexpected. Also set up your 
home office so that someone will be 
there to act on your on-the-spot 
decisions. 

One neat trick is to take along a 
stack of envelopes pre-addressed to 
your home office so you can drop 
notes and memos into the mail 
quickly. 

Social protocol with your Euro- 
pean associates is as important as 
business procedure. For example, 
don’t expect to be taken right into 
their homes, particularly in France 
where, traditionally, business and 
family life are kept separate. Also, 
because their apartments are small, 
Frenchmen (and Swedes) are more 
likely to entertain you in a restau- 
rant than in their homes, as is often 
the case in this country. 

Be careful how you repay hospi- 
tality. Flowers to the hostess are 
fine, and a thank you note is proper 
anywhere. 

Or, if you would like to send a 
gift after you get home, don’t make 
it a lavish, everything-is-lusher-in- 
American one. Pick something 
typically American that fits your 
associates’ interests. Books and 
phonograph records are highly ap- 
preciated and in good taste. Check, 
however, to see that your host 
doesn’t have to pay high duty in 
order to receive your present. 


3 Your personal 
» preparations 


A number of very fine travel 
guides will answer any conceivable 
question you may have on anything 
from clothing to cathedrals. Field- 
ing’s Travel Guide to Europe is a 
popular favorite; there are many 
others. Get at least one—and read it. 

We touch here briefly on a few 
important points: 

Internal Revenue Service and you. 
According to the IRS the business 
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Pages in books 





Copies of photos 
Accounting forms Handwritten figures Invoices 


Copies anything... Copies everything 


Only the New A. B. Dick Photocopier, Model 110 handles all your 
photocopying requirements... not just part of them! No brown, 
muddy, flimsy copies here...copies are sharp, jet-black on bone 
white, or on any of 5 eye-ease colors (ideally suited for color-keyed 
systems work). Copies anything printed, typed, duplicated, written, 
drawn or photographed. Even copies pages in books or magazines, 








Please mail new illus- 
trated brochure on Pho- 
tocopying, showing 
“How to save time and 
get more work done dur- 





colored originals, diazo prints, 2-sided originals, transparencies. Oe Woreny anes 
New Multi-Copy Process makes repetitive copies faster, easier and with > . peter pate aid 
: : Dept. 
new economy! New Multi-Copy Process produces more than one copy : 5700 West Touhy Avenue 


. ° hi . 
from a single exposure, lets you make several copies. Coteage <8, Heats 


Call your A. B. Dick Company distributor, listed in the yellow NAME_ 
pages, for information or a free demonstration. Or mail coupon at right. 


ee amtingptaietieny 
® : 
A-B-DICK : ADDRESS gies 
RL ES SRN : 
Achievement through Innovation - CITY 
ZONE ances ATE a 
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MAJOR EUROPEAN TRADE FAIRS IN 1960* 
DENMARK: 


Danish Industries Fair, Fredericia, August 1 
Furniture Show, Copenhagen, September 20-October 6 
Annual Arts and Crafts Exhibition, September 5-21 


IRELAND: 
Dublin Spring Show, Dublin, May 3-7 


AUSTRIA: 


Spring Trade Fair, Vienna, March 13-20 
Spring Trade Fair, Graz, April 30-May 8 


SWITZERLAND: 


Festival of Television, Arts & Sciences, Montreuz, Spring 

International Congress for Nuclear Physics, Basel, July 4-9 

Second International Convention of Aviation Science, Zurich, September 13-19 
International Congress Assoc. for Finance and Tax Laws, Basel, September 


GREAT BRITAIN: 


International Clothing Trades Exhibition, Olympia, London, April 7-13 
International Motor Show, Earls Court, London, October 

Smithfield Show & Agricultural Machinery Exhibit, Earls Court, London, December 
international Hotels and Catering Exhibition, Olympia, London, December 


SPAIN: 


international Trade Show, Valencia, May 
International Trade Show, Barcelona, June 


FRANCE: 


International Fairs, Lille (North) and Lyon (Rhone Valley), April 
Trade Fair at Nantes (Brittany), April 7-17 

international Fair, Paris, Mid-May 

International Fair, Bordeaux, Beginning of June 

European Fair, Strasbourg, Beginning of September 


FINLAND: 
Seventh Grand Trade Fair, Helsinki, September 16-October 2 


YUGOSLAVIA: 


Zagreb International Trade Fair, Zagreb, September 5-20 
Belgrade Technical Fair, August 23 & September 2 
Agriculture Fair, Novi Sad, end of July 

Textile International Fair, Leskovac, July 11-19 


LUXEMBOURG: 


International Industries & Trade Fair, Luxembourg, May-June 


SWEDEN: 


Furniture Show, Gothenburg, February 18-21 

150th Anniversary Glass Exhibit, Linkoping, April 12-September 
Swedish Industrial Fair, Gothenburg, May 21-29 

Export Exhibitions, Halsingborg, June 3-12 

St. Erik’s International Trade Fair, Stockholm, August 31-September 11 
House & Home, Gothenburg, September 3-11 


GERMANY: West German Fairs 


International Toy Fair, Nuernberg, March 3-8 
International Leather Goods Fair, Offenbach, March 5-10, also 
August 27-September 1 
International Spring Fair, Frankfurt, March 6-10; Fall Fairs, 
August 28-September 1 
German Industries Fair, Hanover, April 24-May 3 
12th German Handicrafts Fair, Munich, May 11-22 
industrial Exhibition, Berlin, September 1-25 
“Photokina” International Photo Show, Cologne, September 24-October 2 


NETHERLANDS: 


International Automobile and Accessories Show, Amsterdam, February 18-28 
International Spring Trade Fair, Utrecht, February 25-March 5 
International Spring Fair, Utrecht, April 


*This list is by no means complete. Contact each country for their full schedule. 
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trip abroad is the same as the busi- 
ness trip at home. However, if you 
want the definitions spelled out, or 
have any question of what will or 
will not be deductible, it’s a good 
idea to check with them before you 
leave. Under any circumstances, be 
certain to keep a close record of all 
your expenses and bills throughout 
your trip. 

Which travel agent? If your com- 
pany doesn't have a travel agent, 
pick your man with as much care as 
you would a wife. The relationship 
may not last as long, but the damage 
from a poor choice can be far more 
intensive. Most European tourist 
offices suggest that you pick a mem- 
ber of the American Society of 
Travel Agents. Get one who doesn't 
specialize in packaged tours and is 
willing to extend himself to create 
a personalized itinerary for you. Try 
to get an agent who has, himself, 
traveled to the places you plan to 
visit. You might also ask your Euro- 
pean business associates to help you 
get reservations. 

Don't leave everything in your 
agents’ hands. Be certain you have 
confirmations for every reservation 
before you set foot on ship or plane. 
Demand them, if the agent doesn’t 
produce. Then, after you're abroad, 
be certain at each stop to cable 
ahead to the next one and announce 
your arrival time. Take all these pre- 
cautions because most good hotels 
are jammed, especially in season. 
When to go. “The Season,” June 
through September, is unanimously 
voted the best time for a business- 
man to stay away from Europe if he 
has any choice in the matter because 
European executives are themselves 
off on vacation. Besides, Europe is 
jammed with tourists in the summer, 
it’s worth your life to get spur-of- 
the-moment hotel room (or even the 
one you reserved, for that matter, if 
you want to stay an extra day), and 
it’s expensive. 

Off-season travel, from October to 
May is cheaper, starting with the 
fare. Ship and air lines offer reduced 
rates, and so do most hotels and 
restaurants. Most of the important 
business fairs (see box) are held dur- 
ing the off-season months, business 
is at its height, and industry is in full 
swing. 

Who goes with you. Your family is 
welcome in Europe, witness the 
many special reduced family plans 
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available during off-season months. 
The airlines will fly your wife and 
young ones at half fare. Several 
countries, notably Italy and France, 
have special family plans which in- 
clude reduced rail and hotel rates. 

Hotels in most major cities have 
facilities for children; governesses 
and nursemaids are relatively easy 
to come by. For older children, 
European camps are remarkably in- 
expensive by our standards. You can 
park them in camp for all or part of 
your tour. In Sweden, your children 
can join an “activity program” in the 
city parks, and be under good super- 
vision for five hours each day, in the 
company of Swedish youngsters. 

Often your wife’s presence helps 
your business dealings. Your foreign 
associate is more likely to invite you 
into his home if he knows that the 
missus is along. 

Needless to say it’s no problem 

keeping any member of the family 
occupied. There isn’t a square foot 
in Europe that doesn’t hold some 
interest for every member of the 
family. 
Where to stay. A good agent will 
book you into suitable hotels, usually 
in the heart of the business districts 
you will visit. He should know, or 
find out, which are the hotels con- 
sidered proper for an American busi- 
nessman (not the arty or commercial 
ones, for instance ), which cater best 
to families, and which have the best 
facilities for sales meetings, show- 
ings, etc. 

Here, too, you can call on your 
European contacts for help. 

Where to go. Unless your trip has 
to be a quickie, plan to leave a little 
time for side-trips. It would be a 
shame just to dart in and out of 
major cities, by-passing the inexpen- 
sive, convenient attractions nearby. 
Everything's close in Europe. It’s 
well worth your while to go slightly 
out of your way. For information on 
what’s where, arm yourself with 
travel folders in every new town. 
Enjoy yourself. Stefan J. Rundt, 
principal, S. J. Rundt & Associates, 
New York, makes the point that “an 
executive who does not like foreign 
folks and far-off countries should 
have stuck to domestic business. We 
must at all times recognize that 
others have the right to do as they 
please on their own soil. When we 
go abroad to sell or invest, we are 
the ‘foreigners’.” @ 
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How to tackle causes of executive failure 


(Continued from page 43) 


“Company inflexibility is what blocks 
most executive ability.” 


Sigs 
2 e Dr. Snowden, what can a 


company do to get executives to use 
all their abilities? 

SNOWDEN: It can adopt a definite 
policy of flexibility—the flexibility to 
absorb and use different kinds of ex- 
ecutives. Nothing kills executive in- 
itiative faster than having to live up 
to a set of regimens that inhibits 
normal behavior or methods of 
working. 

Some companies insist on alto- 
gether too many policies and pro- 
cedures. What happens in these 
cases—where the company tries to 
structure a man’s job for him—is that 
executives begin to work by rote in- 
stead of with initiative. How can 
they be expected to turn out any- 
thing creative? 


Q. You mentioned before that most 
companies have institutional cus- 
toms which determine how they do 





things. Is it possible for a company 
to institutionalize flexibility? 
SNOWDEN: Sure. Any successful com- 
pany has to be flexible to meet the 
external demands of a changing 
market, changing economy or chang- 
ing public sentiment. 

What it must do to remain suc- 
cessful is to develop the flexibility to 
meet internal change, such as differ- 
ent types of executives who have 
their own ways of working. A com- 
pany can do this by simply keeping 
its nose out of the man’s methods as 
long as he gets his job done right. 
The more freedom a company gives 
its executives, the more creative con- 
tribution it’s likely to get in return. 

I know one company that fired a 
man because it felt his methods were 
“too different.” That company will 
never grow or progress if it can’t get 
used to the idea that every man 
works differently. 





Q. Suppose a dynamic executive 
comes into a company where the 
pace is more relaxed than he is ac- 
customed to. Isn’t there the chance 
that his peers will resent him? And 
if they do, won't that hurt their 
abilities? 

SNOWDEN: Yes, but a company has to 
take that chance sometimes. If it 
can't learn to use a different type 
effectively, what are its chances of 
survival when the existing execu- 
tive team is gone? 

I'd call a company strong that has 
the ability to use many different 
types of men. Firms that do this in- 
variably show richness of thinking, 
ideas and style. To be sure you pay 
a certain price in terms of comfort 
by bringing in heterogeneous people. 
But I'd take a healthy restlessness 
any day to a complacent, comfort- 
able, sterile atmosphere. 

END SNOWDEN ANSWE 
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“Many companies are frankly afraid to get creative. 
They complacently rely on men and methods that have 


been around for years.” 


‘ee Dr. McMurry, when a 
money-making company begins to 
slide downhill, is it because the ex- 
ecutives are not doing their best? 
McMurry: It’s possible. But I think 
the chief reason why many com- 
panies take a downturn is that they 
live in the past and don’t know it. 


They use executive manpower in the 
wrong way. They fail to plan for 
progress. A lot of firms talk about 
what they're going to do one, two 
and five years hence, but they're 
simply mouthing words. They don't 
plan. They coast. 

I've actually had this said to me, 
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“We've used these men or these 
methods to get things done for years. 
We've always made money, so why 
change?” That’s rank smugness and 
it leads to dangerous complacency 
among the managers. 


Q@. Why do you say ‘dangerous 
complacency’? 

McMurry: I call management com- 
placency dangerous because it stops 
creative planning faster than any- 
thing I know. 

Most companies, for all their horn- 
blowing, are frankly afraid of being 
creative. They believe that if they 
search for new ways of doing things, 
everything will fall apart. Well, in 
companies like that, it’s only natural 
that you get managers who become 
complacent. They point to a method 
that is making money for them and 
think that method will be good for- 
ever. It won't. But the company 
doesn’t encourage new ideas, or new 
methods. Actually, complacency is 
only a psychological buffer against 
being creative. 

What happens is that more adven- 
turous firms simply pass the timid 
and unimaginative ones by. 


Q. Can you spot a company that, 
while it may be a moneymaker now, 
is in danger of sinking under? 
McMurry: Usually. 


Q. What symptoms do you look for? 
McMurry: I look at the people first. 
A company has got to have creative 
people in order to move ahead of its 
competition. 

I don’t necessarily mean the re- 
search boys or people in the adver- 
tising department. I mean executives 
and middle managers who are con- 
stantly thinking about ways to im- 
prove company operations. If I can’t 
find many of these people in an or- 
ganization, I worry about its chances 
of survival. 


Q. How often do you really find a 
lack of creative people? 

McMurry: Too often. You know 
why? Because there aren't many 
honestly creative people around. In 
fact, 90% of the population is non- 
creative. Most people have little real 
imagination, little true inventive- 
ness. To people like this, a job is a 
job and no more. They haven't the 
capacity to recognize a job as a chal- 
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lenge. Usually the only challenge 
they face is holding onto their jobs. 


Q. But don’t most companies try to 
get as many creative people as they 
canP 
McMurry: No. And that’s why so 
many slide back. One reason more 
companies don’t really try to hire 
creative people is that an awful lot 
of executives can’t stand strong or 
inventive subordinates. Psychologic- 
ally, they want a buffer of yes-men 
who represent no challenge to them. 
Then, creative people tend to get 
out in a hurry if they find they can’t 
use their brains. And no creative 
man can use his brains in a company 
where the policy seems to be to 
maintain a status quo. 


Q. What other factors cause a com- 
pany to backslide? 

McMurry: Poor promotion policies. 
Despite what companies say, too 
many men are promoted because of 
politics, favoritism, seniority and/or 
surface personality. In altogether 
too many promotions, merit comes 
second. 

The reasons that poor promotions 
hurt a company are obvious. Often, 
a man gets moved into a job that is 
really beyond his capacities. Right 
away, the really qualified people 
resent it and may leave. The man 
may be hard-working and conscien- 
tious. He may knock himself out 18 
hours a day. But if he hasn’t got it, 
he'll only slow down or foul up the 
operation. 


Q. Dr. McMurry, you said that 
too many companies live in the past. 
Does this mean that the methods 
they use are antiquated? 


McMurry: Not completely. You 
can really spot a company that’s 
living in the past when you find the 
unwritten philosophy, “Our present 
managerial team is going to last 
forever.” 

Sure, it sounds silly. But you'd 
be surprised how many firms believe 
it, subconsciously. They simply don’t 
train replacements for their present 
managers. They may think they do, 
because many companies go through 
the motions of management devel- 
opment. But I’ve seen a lot of men 
being groomed for future mana- 
gerial responsibility who have no 
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more capacity for making important 
decisions than a cow in the pasture. 
Q. What do you consider important 
decisions? 
McMurry: Any decision that in- 
volves a risk. The decision to enter 
a new product line, for instance, or 
to buy another company. Decisions 
that really put profits on the line. 
One trouble is that companies fail 
to realize that there are two types 
of executives. One is the real entre- 





STORE ’EM 


PRONTO 


nt ee 9 


PRONTO 





Free your expensive files by transferring your 
old records into low cost Prontos and use your 
expensive steel cabinets over and over again. 


20 DIFFERENT SIZES 
a size for every office record 





LETTER 
SIZE “ Lg 


Find out why top companies everywhere use 
PRONTO STORAGE CABINETS for their old rec- 
ords. Fill in the coupon below and attach it to 
your letterhead . . . We will arrange a Pronto 
Demonstration at your convenience. 


—--—-------------5 


| PRONTO FILE CORPORATION 
| 415 Madison Avenue, New York 17, N. Y. 








ity. Zone a 








(Circle number 131 for more information) 


76 








preneur, the go-getter on his way up. 
He’s the man who can make the risky 
decisions. His decisions might mean 
more money to the company or they 
might mean a serious loss. But he’s 
got the stuff in him to make respon- 
sible decisions. 

The second kind of executive is 
the problem solver. He’s good at 
carrying out projects delegated to 
him. He'll do the job, but never ini- 
tiate any new effort. Many com- 


EERIE IRIE SLANG ASS LET LG SE LIER LITLE ST SII TER LES 


panies suffer because the men at the 
top are problem solvers, not real 
entrepreneurs. 


Q. How would you describe a real 
entrepreneur? 

McMurry: Webster defines an en- 
preneur as a man who assumes the 
risk and management of business. 
Without a man like that making the 
key decisions, no company will move 
ahead. 

END McMURRY ANSWE 





“The climate a company 
president creates is often 
uncomfortable for the people 
who have to work in it.” 


Q. Dr. Martin, why don't 


executives in many Companies con- 
tribute as much as they are able? 
Martin: Because the internal struc- 
ture in the company begins to break 
down. People begin to conflict with 
the chief operating executive's mo- 
tives and objectives. 

What the top man wants and how 
he wants it done usually set the 
climate of the company, the atmos- 
phere in which everyone has to 
work. But it has to be a climate in 
which everyone can work comfort- 
ably. When he and his subordinates 
can't agree on how to accomplish 
goals, a serious breakdown is in the 
making. 


Q. What is usually the cause of this 
disagreement? 

Martin: Sometimes the top man 
fails to communicate his objectives 
well and this leads to misunder- 





standing. Another cause is lack of 
compromise, on his and the sub- 
ordinates’ part. A third cause of 
basic disagreement might be that 
subordinates secretly resent the 
president or the company. They may 
make an outward show of coopera- 
tion, but psychologically they're re- 
fusing to do what is asked of them. 


Q. This doesn’t mean that everyone 
has to think like the president? 
Martin: Not at all. But since the 
president sets the “climate” of the 
company, the people under him had 
better get used to working in it. 
Subordinates can think as inde- 
pendently as they like, the more so 
the better. What’s important is basic 
understanding on over-all company 
objectives. The way to get that is to 
have unrestricted communications 
between a president and his exec- 
utives. END MARTIN ANSWER 
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“Presidents frequently but unconsciously block their 


executives abilities. But few executives have the 


courage to tell the boss about it.” 


Nag » Dr. Dietrich, when execu- 
tive output doesn’t measure up to 
executive ability, what’s the prob- 
lem? 

DierricH: Frequently the problem 
is the president. He cows his execu- 
tives so much that they are actually 
afraid to exercise any initiative. 
Theyre afraid of being wrong. 

Once I sat in a meeting where 
four vice presidents took two hours 
trying to decide how to tell their 
extremely aggressive president that 
he was blocking progress. And they 
wound up asking me, as a psycholo- 
gist, to tell him. 

You haven't got much of a com- 
pany where the executives fear the 
president so much that it interferes 
with their ability to think for them- 
selves. 

In some cases, however, just the 
opposite is true. The president, in- 
stead of supplying too much leader- 
ship, supplies too little. Such a man 
is so insecure that it is difficult for 
him to make decisions. 

Q. Are there other reasons why 
executive ability is cramped? 

Dietricu: Several. Tight control is 
one reason. Executives who review, 
second guess and criticize, create 
anxiety and apprehension in their 
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Dr. Donald H. Die 


juniors. Soon the juniors will bring 
every little decision in for approval. 
Another problem I’ve spotted is 
executive and interdepartmental 
rivalry. Competition is good because 
it often causes a man or group to 
function best. But when the presi- 
dent encourages rivalry to the detri- 
ment of unity and cooperation, the 
company is sure to suffer. Costs go 
up; production goes down. Men 
compete to please the president, 
not to improve the company. 
There is also trouble when the 
president secretly resents construc- 
tive suggestions. This man wants 
“yes men” around him, not construc- 
tive thinkers. Instead of spending 
time thinking of ways to improve 
the company, his juniors spend their 
valuable time figuring out what the 
president would like them to say. 
Q. What steps can a president take 
to motivate an executive to give all 
he’s got? 
DierricH: He can encourage the ex- 
pression of any and all opinions. 
Juniors generally want to do their 
bit, but when they feel their con- 
tributions are going to be belittled, 
they stop contributing. & 
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' end of 10 days, I will either return the book, ! 
1 without paying any money, or send you my check i 
4 or money order for $12.50. i 
1 ; ' 
1 Name a 
L oi . ' 
1 Firm Name ' 
! Street Address ' 
1 i 
! City and State ' 
' i 
1 Bill me Bill my company i 
i f 
lw ea EBB eee eee eee = oe ! 
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Morale goes up...costs down... 
when workers are seated in GF Goodform chairs 


“Improved working comfort”, says Dr. Richard 
Wallen, industrial psychologist of Personnel 
Research & Development Corp., “can be accom- 
panied by an increase in worker productivity. 
When fatigue no longer leads to time spent away 
from the desk, workers will be more efficient. 
Properly planned and engineered equipment can 
decrease costs.” 


An excellent way to boost morale and increase 
productivity in your office is to select Goodform 
chairs. They provide maximum comfort because 
they’re adjustable to each user, regardless of size 


or weight. Goodform chairs are products of General 
Fireproofing — manufacturers of the world’s most 
complete line of business furniture. GF also offers 
complete planning, design and decorator services 
that take into consideration, not just space util- 
ization and work flow, but the many human factors 
that make for efficiency. 


An informative booklet, “PLAN TO PROFIT FROM 
YOuR OFFICE INVESTMENT’, is yours for the 
asking. Just call your GF branch or dealer, 
or write The General Fireproofing Co., Dept. D-19, 
Youngstown 1, Ohio. 











(3) GY GENERAL FIREPROOFING 


METAL BUSINESS FURNITURE 


(Circle number 154 for more information) 
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101. Acme Visible Records, Inc... 79 
Agency: Cargill Wilson and Acree, Inc. 

102 Addressograph-Multigraph 5 ree 
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Agency: The Griswold-Eshleman Co. 


s 
146 Alden Systems Co. 75 pa arl t e r | 
Agency: Molesworth Assoc. ® 
—— American Telephone & 
Telegraph Co. 22 @ Mail opened and on the desk when 
Agency: N. W. Ayer & Son, Inc. 


104 Amos Molded Plastics 26 
Agency: Caldwell, Larkin & 
Sidener-VanRiper, Inc. 

105 = Atlantic Coast Line 
Railroad .. 60 
Agency: Tucker Wayne & Co. 


147 = Charles Bruning Co., Inc. . 73 
Agency: H. W. Kastor & Sons Adv., Co. 











the office opens—enables your sales- 
men to get away from the office earlier, 
speeds selling and saves time for many 
departments. Get a PB MailOpener. 

e The MailOpener is far faster, neater 
and more efficient than opening mail 
by hand—safely trims a hairline edge 
off envelopes without cutting their 
contents. Isn’t fazed by any size or 
weight envelope. Three models, electric 
or hand. 


_— Bureau of Business Practice 18 


106 = Burroughs Corp. a ae 
Agency: Campbell-Ewald Co. 





®@ Get a free demonstration in your office. 


— Cee ™ = PITNEY-BOWES Ask the nearest Pitney-Bowes office 


Agency: Carpenter-Proctor, Inc. ' O a dea 
—without obligation. Or send for free 
148 Char-Pok, ne 72 @ MAILOPENER “tt sie 
Agency: Wm. B. Remington, Inc. illustrated booklet. 
Pitney-Bowes, INc. 


108 Cole Steel Equipment Co... 19 45 54 Walnut Street, Stamford, Conn. FREE: Send for handy desk or wall chart 
Agency: Daniel & Charles, Inc. + originator of the postage meter... of new postal rates, with parcel post 
155 Colonial Inn 18 offices in 121 cities in U. S. and Canada, map and zone finder. 


Agency: Alfred L. Lino & Assoc (Circle number 129 for more information) 
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118 3=Keith Clark, Inc. ................ 67 
Agency: Laux Adv., Inc. Office automation is only as fast as your * ACME VISIBLE RECORDS, Inc. i 
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We invite you to see 
The Template Group by Leopold 
on display 


at these dealers showrooms 

















ALA. Dothan-—Hudson Office Supply Co, 
Mobile Waller Brothers, Inc. 
Montgomery — Mercantile Paper Co. 
Phoenix City—Barbee Fixture Mfg. Co. 

ARIZ. Phoenix -PBSW Supp. & Equip. Co. 
Prescott—Peterson, Brooke, Steiner 
Tucson—Howard & Stofft 
Yuma— Yuma Stationers 

ARK. Little Rock Parkin Prtg. & Staty. Co, 

CALIF. Anaheim—Anaheim Office Eq. Co, 
Bakersfield—Valiey Off. Sup. Co. 
Fresno—Healey & Popovich 
Glendale —Hopper's Office Furn. 

Long Beach Belcher & Schacht 

Los Angeles -Pacific Desk Co. 
Oakland—Beier & Gunderson of Oakland, 
Inc. 

Riverside—Stockwell & Binney 
Sacramento Capital Off. Equip., Inc. 
San Bernardino—Stockwell & Binney 
San Diego—Austin Safe & Desk Co., Ltd. 
San Francisco—Beier & Gunderson 

San Jose -Kennedy Business Mach. Co. 
Santa Barbara Ebersole Off. Mach. Co. 

COLO. Denver—W. H. Kistler Staty. Co. 
Longmont—Chianda-Harris 

CONN. Hartford—Barney’s of Hartford, Inc, 
New Haven—Lubin Office Furn. Co. 

0. C. Washington—Chas. G. Stott & Co. 

FLA. Bradenton—Bradenton Off. Eq. Co. 


Ft. Lauderdale—Dean's Office Furniture, Inc. 


Thompson Office Equip. Co. 

Ft. Myers—Parker’s Book Store 
Jacksonville —Sanford-Hall Co. 
Mariana—Mariana Off. Supp. Co. 
Miami—Blank, Inc. 

Orlando—George Stuart, Inc. 
Pensacola—Pensacola Off. Equip. Co. 
Taliahassee—Commercial Off. Supp. Ca, 
Tampa—Business Equip. Co. 

GA, Atlanta—Bal|-Stalker Co. 

Office Supply Co. 

Athens—The McGregor Co. 
Columbus—Columbus Fixture Mfg. Co, 
Macon—American Off. Equipment Co, 
Savannah —The Review Co. 

IDAHO Boise—Syms-York Co. 

ILL. Bloomington—Paxton Typewr. Co, 
Chicago—Andersen, Riley & Sava 

Desks, Inc. 

Horder’'s 

Marshall Field Co. 

Monroe Furniture Co. 
Decatur—Haines & Essick Co, 
Kankakee —Byron Johnson 
Peoria—Business Equip. Co. 

Quincy —Oenning's 

Rockford—MacFariand Off. Equip. Co, 
Springfield—Central Office Equip. Co. 
Zion—Burgess, Anderson & Tate, Inc. 

IND. Ft. Wayne—O'Reilly Off. Supp. Co. 
indianapolis—Wm. B. Burford Prtg. Co, 
South Bend—Business Systems, Inc. 

OWA Cedar Rapids -Morris Sanford Co, 
Council Bluffs—Emarines 
Des Moines—Storey-Kenworthy Co, 
Spencer—Bergstrom Off. Supp. 
Waterloo—Latta’s, Inc. 

KAN. Salina—Consolidated Prtg. & Staty, 
Topeka-—Thacher, Inc. 
Wichita—Bauman Off. Equip. Co. 

KY. Louisville—O'Connor & Raque Co. 

LA. Alexandria—Garrett Off. Supp. Inc. 
Baton Rouge—Louisiana Off. Supp. Co, 
Lafayette—General Off. Supp. Co. 

a > Charles—Lake Charles Off. Supp, 


0. 

Monroe—Standard Off. Supp. Co. 
New Orleans—J. D. LeBlanc, Inc. 
Shreveport—Castle Printing Co. 

ME. Portland—F. 0. Bailey Co., Inc, 
Bangor—Bangor Office Supply 

MD. Baltimore—Baltimore Staty. Co. 
Salisbury—White & Leonard 

MASS. Boston—L. E. Muran Co. 

L. J. Peabody Off. Furn. Co. 
Fitchburg—Bermingham Office Equip. Co, 
Framingham—H. M. Nichols & Co., Inc. 
Pittsfield—E. P. Gowdy Co. 
Worcester—Palley Off. Supp. Co. 

MICH. Battle Creek—Wellever Bus. Systems 
Detroit—J. L. Hudson Co. 

Flint—Alex Adams & Co., Inc. 
Kalamazoo—Dykema Off. Supp. 

MINN. Duluth—Weygant-Goodspead Co, 
Owatonna—Journal-Chronicle 
Minneapolis—Miller-Davis Co. 
Rochester—Whiting Press 
St. Paul—McClain Hedman & Schuldt Co. 
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MISS. Greenwood Fisher Staty. Co. 
Gulfport Office Supply Co. 
Hattlesburg Standard Off. Supp. Co. 
Jackson Mississippi Staty. Co 
Laurel—Partiow-Tyler Co 

MO. Kansas City—Duff & Repp Furn. Co. 
St. LouisLammert Furniture Co. 

MONT. Billings Gazette Printing Co. 
Great Falls—Tribune Prtg. & Supp. 
Helena—Naegele Prtg. Co. 
Kalispell—O'Neil Printers & Off. Sup- 

pliers 

NEB. Lincoin—Latsch Brothers 
Omaha—Orchard & Wilhelm Co. 


N. H. Manchester—R. H. Liewellyn Co., Inc, 


N. J. Elizabeth—Business Furniture, Inc. 
Newark -Max Blau & Sons 
Herbert L. Farkas Co 
Spring Lake—J. H. Young's, inc 


N. M. Albuquerque Albuquerque Staty. Co. 


N. Y. Buffalo —Hoelscher Staty. Co., Inc. 
Garden City—J. S. McHugh, Inc. 
Mineola—D. Waldner Co 
New York—A. Blank Co 

Business Equip. Sales Co. 
Clark & Gibby, Inc. 

Driver Desk Co., Inc 
Chas. J. Lane Co 
Metwood Office Eq. Corp. 
Pearl Desk Co. 

Regan Furniture Corp 
Uneeda Office Furn. Co. 


Niagara Falls Geo. H. Courter Co., Inc. 


Olean —Hoelscher's, Inc 
Rochester—Heinrich-Seibold Staty. Co. 
Syracuse—J. Hillsberg Safe Co 
N. C. Charlotte—Morgan Fixture Co. 
Pound & Moore Co 
Wade Mfg. Co 
Fayetteville Hatcher's 
Raleigh—Capital Printing Co. 
N. D. Bismarck Gaffaney & Shipley 
Fargo —Gaffney's 
OHIO Akron—Summerville’s Ohio Off. Eq. 


Cincinnati—Globe Off. Equip. & Sup., Inc. 


Cleveland—Randoiph Desk Co 
Columbus—F. J. Heer Prtg. Co 
Dayton Seitz & George Office Eq. Co. 
Toledo—Newell B. Newton Co 


OKLA. Lawton—Southwestern Staty. & Bk. 
Su 


Oklahoma City—House of Wren 
Tulsa—Scott-Rice Co. 

CREGON Eugene—Koke-Chapman Co. 
Portland —Kubli-Howard Co 

PA. Allentown—Royal H. Eckert, Inc. 
Harrisburg Cole & Co 
Lancaster -H. G. Bancroft 
Philadelphia—A. Pomerantz & Co. 
Pittsburgh—General Off. Equip. Corp. 
York—H. G. Bancroft 

S. C. Columbia—A. Hines McWaters 

S. D. Sioux Falls—Midwest Beach Co. 


TENN. Chattanooga—Commercial Staty. & 
Sup. C 


p. Co. 
Knoxville — Oliver Office Equip. Co. 
Nashville—Hessey Prtg. & Staty. Co. 


TEXAS Corpus Christi—John H. Yochem Co. 
Dallas—Clarke & Courts 
Stewart Office Sup. Co. 
El Paso—Norton Brothers 
Fort Worth—Stafford-Lowdon Co, 
Houston—Clarke & Courts 
Wilson Stationery Co. 
Lubbock-—The Baker Co. 
San Antonio—Maverick-Clarke Litho Co. 


UTAH Ogden—Weber Off. Supp. Co 
Salt Lake City—Utah-idaho School Svp. 
Co. 


VERMONT White River Junction— 
Office Supply Center, Inc. 
WASH. Bellingham —Grigg's 
EverettPrieb's, Inc. 
Seattle—Bank & Off. Equip. Co. 
Spokane—John W. Graham Co 
Tacoma—Puget Sound Off. Eq. Co. 
W. VA.-CHARLESTON-S. Spencer Moore Co. 
WISC. Green Bay—Stuebe Binding & Prtg. 
Co. 


LaCrosse—Swartz Off. Sup. Co. 
Madison—Frautschi’s, Inc. 
Milwaukee—Forrer Equip. Co. 
Oshkosh—Scharpf's, Inc. 


CAN. Calgary—N. W. Whisle. Furn. 
Vancouver—Brownlee Off. Outfitters, Ltd. 
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Advertisers 


Management Magazines, Inc. 
Management Publishing Corp. 


Minnesota Mining & Mfg. 
Agency: Erwin Wasey, Ruthrauff & Ryan, Inc. 


State of Minnesota 
Agency: Bozell & Jacobs, Inc. 


Monroe Calculating Machine Co., Inc. 
Agency: L. H. Hartman Co., Inc. 


Maurice Musler 
Agency: The Williams Co. 


Muzak Corp. 
Agency: Donall & Harman, Inc. 


National Cash Register Co. 
Agency: McCann Erickson, Inc. 


Paper 
Punched Card 


National Truck Leasing System 
Agency: W. S. Kirkland Adv. 


Office Management Assn. of Chicago 
Philco Corp. 


Agency: Maxwell Assoc.. Inc. 


Pitney-Bowes, Inc. 
Agency: L. E. McGivena & Co., Inc. 


John Plain & Co. 
Agency: Frederick Asher, Inc. 


Pronto File Corp. 
Agency: Daniel & Charles, Inc. 


Royal McBee Corp. 


Data Processing Div. 
Agency: C. J. LaRoche & Co. 


Royal Typewriter Co. 
Agency: Young & Rubicam, Inc. 


Ryder System, Inc. 
Agency: Grant Adv., Inc. 


Seeburg Corp. 
Agency: The Buchen Co. 


Shaw-Walker Co. 
Agency: J. Walter Thompson Co. 


Shwayder Bros., Inc. 
Agency: Grey Adv. Inc. 


Sten-C-Labl, Inc. 
Agency: Gibson-Erlander, Inc. 


Stenocord of America, Inc. 
Agency: L. D. Zetlin & Co., Inc. 


St. Petersburg Chamber of Commerce 
Agency: Alfred L. Lino & Assoc. 


United States Rubber Corp. 
Agency: Fletcher Richards, Calkins & Holden, Inc. 


United Van Lines, Inc. 
Agency: Kelly, Zahrndt & Kelly, Inc. 


Victor Adding Machine Co. 
Agency: John W. Shaw Adv., Inc. 


Wassell Organization, Inc. 
Agency: Wade, Woodward, & Whitman, Inc. 


Weber Marking Systems, Inc. 
Agency: Stoetzel & Assoc., Inc. 


Williams & Anderson Co. 
Agency: Dean & Herr, Inc. 


Wilson Jones Co. 


MANAGEME! 





Page 
50, 54 


77 


25 


*"NNOD ‘HIIMNI389 
enusaAy wiPpUyNg ISOM ZZ 
‘INI ‘SANIZVOVW LNIWIJOVNVW 


A@ GiVd 38 THM IOVISOd 4S 


*"NNOD ‘HIIMN3I389 
enusAYy WPUING ISOM ZZ 
‘ONI ‘SINIZVOVW LNIWIOVNVW 


AG GiVd 38 TIM IOVISOd %¢S 








"uUO0r ‘Y21IMU2el5 


ZEE “ON LIWU3d 
SSV19 1Saulid 








S®IDIS pesiuy ous 
ul pepyiow 4! Aspsse2enN) dwnjg eBnysog ON 


aGuv> Aldiad SSANISNnd 








*uUud’s ‘YIIMuUse1g) 


ZEE “ON LIWU3d 
SsvVv19 isdald 








S8IDIS PS!UP) O44 
ul payiow 4! Aupsse2eN dung eBnjsog ON 


Guv> Aildiaa SSINISNG 





n, Inc. 


; a7 
65 


B, We. 


. ve 
5 


. 9 
a 


. 48 
64 
. 12 
79 


_ 21 
. 76 


icago 


16 


a—™ 


20 


. 24 


49 


mmerce 


o Lg Ww m_ ~~ we 
oon - ww) 0 w 
re) 
p . 
c 2 
z = 
x) i 


29 





AANAGEMENT METHODS 








Fer more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 
ments. 


FREE READER SERVICE CARD 


100 101 102 103 104 105 106 107 108 #4109 #110 #111 
(> Tb: GR bP RS hy Se bP hey 
124. 125 126 127 28 129 #130 131 #132 «#133 «134 = «135 
136 137 138 139 140 141 142 143 144 145 146 147 
148 149 150 151 152 153 154 155 156 157 158 159 
160 161 162 163 164 165 166 167 168 169 170 171 
172 173 174 #175 #4176 #4177 «#21178 ~«2«179«~«2180)=«2«18t) «2182 = «183 
184 185 186 187 188 189 190 191 192 193 194 195 
196 197 198 199 200 201 202 203 204 205 206 207 
208 209 210 211 #212 #213 «#214 #215 #216 «217 «218 «219 
eau aat @22 223 224 225 226.-227 226 229 230 ZS! 
232 233 234 235 23 237 «©2386 6239)«©6240— 2410 242) «0284S 
244 245 246 247 248 249 250 251 25 253 254 255 
256 257 258 259 260 261 262 263 264 265 266 267 


This card expires March 31, 1960 


2 JAN. PLEASE PRINT 
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ne weet ha es KOhS DTA VEO DE aK O05 45.0090654000604N ew ORS 
i 0666 66:68 OSE T TOE ERECCD SCN E NE DEES OEEREEE DOSER SS 


eh ut Dk RadACGREDEODS EPRE CHER SOD EERE 44 CHEESE SORST ES OM 


eos os sha KS's HHA DS.2 Lae eee Eee s-< 





Send Management Methods for one year at $5.00 
Bill me Bill company 











FREE READER SERVICE CARD 


100 101 102 103 104 105 106 107 108 #%109 «+4110 417171 
M2 «61S «(OUTTA OS O16 OIF OTS OND «=6120)6=«6121 122) S123 
124 125 126 127 128 129 «#130 #131: «©132 «©1330 «134 = «135 
136 137 138 139 140 141 142 143 #144 #145 146 147 
148 149 150 151 152 153 154 155 156 157 158 159 
160 161 162 163 164 165 166 167 168 4169 4170 #171 
172 173 174 175 176 177 #178 #+179 #180 181 182 = 183 
184 185 186 187 188 189 190 191 192 193 194 195 
196 197 198 199 200 201 202 203 204 205 206 207 
208 209 210 211 212 213 214 #215 216 217 218 219 
Bae 606223 «6222 «6223) «©62240«©62250« «62260 «6227 )«=6228 «626229 «326230 | 23) 
232 233 234 235 236 237 238 239 240 241 242 243 
244 245 246 247 248 249 250 251 252 253 254 255 
256 257 258 259 260 261 262 263 264 265 266 267 


This card exipres March 31, 1960 


1 JAN. PLEASE PRINT 
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eC nsh a 54040 64 eb 6s eas Swd es Ok O00 SOd 5409S OR OREO S C464 
City Cn Fails Caaee Ow CAs RN oalwe wae EEE POE 
Number of employees in your firm ......... cece cece eeccucceccees 
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Send Management Methods for one year at $5.00 
Bill me Bill company 
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The Leopold Con 











Company: quantity production for a high styled line 


The picture below gives striking evidence that there is 
something new in wocd office furniture. Designed for 
Leopold by Charles U. Deaton, The Template Group has 
numerous interchangeable components. It offers a clean, 
almost delicate design, yet retains the rugged durability of 
handcrafted cabinetry. Utilizing conventional production 
methods, Leopold has made this modular furniture both 
affordable and practical for executive, secretarial and 
clerical office requirements. The Template Group is now on 
display at Leopold dealer showrooms listed on the facing 
page. A free, illustrated brochure may be obtained 


by writing The Leopold Company, Burlington, lowa. 
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FOR THE EXECUTIVE—Handsome Tech- 
niplan arrangement. Note the spacious 
uncluttered desk top area. Only a quar- 
ter-turn brings all working tools on 
auxiliary top within easy reach. 






i meni 


$4 


FOR THE SECRETARY — Semi- private 
‘‘efficiency-engineered'’ office. Techni- 
plan partitions have provisions for con- 
cealed wiring for electric typewriter, 
dictating machine, etc. 








FOR THE DEPARTMENT HEAD—Techni- 
plan metal partitions curb distraction, 
let him ‘‘get the job done.'' Techniplan 
partitions with open or closed bases 
available in four heights, three top 
panel styles. 





. what TECHNIPLAN can do for you 


\\ 


ay 





and for your organization 


Globe-Wernicke Techniplan metal modular equipment will instantly transform your 
office into an integrated, completely functional, working environment. The universal 
components of Techniplan desks and credenzas can be assembled in an unlimited 
number of space-saving, custom arrangements to suit every person, every job. Sturdy 
free-standing Techniplan metal partitions provide the all important privacy conducive 
to high work out-put. They can be installed overnight with ordinary tools, without 
alteration of your present air conditioning, heating, lighting or other existing facilities. 
In addition, they can be easily moved to allow for expansion or re-arrangement. 

Discover for yourself what the many exclusive features of Techniplan can do for 
you and your organization, in saving costly floor space, in creating greater employee 
comfort and morale, and in achieving substantial savings through increased atnceney 
and work out-put. New free Techniplan brochure in full color show- 
ing many arrangements, office lay-out ideas and color schemes is 
available now from your Globe-Wernicke dealer*, or write us 
direct, Dept. F-1 





*Llisted in Yellow Pages under ‘‘Office Furniture’ 


Globe-Wernicke makes 


business a pleasure 





THE GLOBE-WERNICKE CoO. 


CINCINNATI 12, OHIO 
te 


(Circle number 113 for more information) 











